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»'QVERHEAD 


that 7 makes you money 


ALEMITE 
HOSE REELS 


~.. with exclusive FLOATING M6 , 


These handsome overhead reels let “wasted” ceiling space go 
to work for you— make it easy to handle more jobs in less 
time! All hose always handy, clean, out of the way. Flexible 
— additional units can be added at any time. Durable — shields 
are heavy gauge steel, finished in gleaming baked enamel. 
Hose cannot pinch, rub or bind. Hose stop keeps control valve 
at desired, easy-to-reach height when retracted. 


EXCLUSIVE HEAVY DUTY MECHANISM 


1. 55-foot spring supplies tremendous reserve 
power. 


2. Rolled spring ends are not weakened by 
bolt holes. 


3. Exclusive floating hub keeps spring from 
buckling if hose is released abruptly. 


4. Durable latching pawl locks reel in desired 
position, releases with slight pull. 


5. One rugged bracket supports reel. 
Installation is simple. 


Ask your Alemite representative for complete information — today! 





THESE PUMPS PACK PROFIT PUNCH! 


Three-Pump Hoist Alemiter Space-Saver Alemiter 
Now, with Alemite “Hoist” Requires minimum space. 
Alemiters, drum changes are Supplies lube to reels 
quick, clean and easy. Overall through tubing or pipe. 
cover protects all lubricant from con- “Camatic” air lift makes drum 
tamination. Attractive baked enamel changing a snap! 
finish — drum covers and air rams are 
red, pump motors are grey. Delivers eee Atomic PUMP 
. —Factory-sealed, pre-lubricated air mo- 
lube direct from 100-pound drums. tor guaranteed for 27 months! Positive 
Two pump models also available. priming, no air pockets, no adjustments. 


ALEMITE 


REG. U. S. PAT. OFF 


Dept. K-44 * 1826 Diversey Parkway, Chicago 14, Illinois 














Guardian 


LIGHTING 


BRIGHTEN UP for Increased Gallonage and TBA Sales 


The magic of greater illumination is building new, 
important business in station after station. Prove it to 
yourself with Guardian SERvICcE STATION LIGHTING. 


For remodeling or new instal- 
lation needs check first 
with Guardian— your One 
Sure Source! Write for FREE 
complete Catalog No. 52. 


\ 


Guardian Light Company 


OAK PARK, ILLINOIS 


Horizontal Fluorescents 
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Canopy Fluorescents 


Floodlight 


Reflectors 


Standards and Poles 


Sealed Beam 


Spots and Floods 


Vertical 


Fluorescents 








There's a Vapor-Saving OPW Tank Vent for 
every purpose. They are your INVESTMENT against high vola- 
tile vapor loss due to product expansion and temperature 
variation. Weighted to specifications, they trap and hold 
vapors and release only at set pressures, which insure maximum 
protection and dollar dividends. Double 
mesh screen... readily accessible for 
inspection prevents flame from 
following vapor into tank 
maintains bulk storage safety 
at the highest level. 


OPW No. 95—precision ma- 
chined, product engineered 

for lifetime use, characterizes 

the rugged, simple construction 
common to all OPW Tank Vents. 
Available: 2" - 3" - 4" - 6" - 10" 


Send for the OPW Tank Venting and 
Emergency Relief Recommendation Chart! 


Small 
Home-Storage Tanks 


Farm 
Skid Tanks 


Under-ground 
Storage Tanks 


Above-ground 
Storage Tanks 





No. 24 


Combination pressure, vacuum 
vent. 4", vacuum 2 ounce-pres- 
sure, 2 oz. to 2 Ibs. 6”, vacuum 
Y% ovunce-pressure, 1% oz. to 
1 Ib. 


No. 209 


Emergency escapement vent, for 
relief of pressure only. Used in 
conjunction with vacuum vents. 








Be Oe 
Rial Sn San om neh 
eS ee 


Sa Se 


OPW MANUFACTURES VENTS 
FOR ALL SIZES and TYPES OF TANKS 


2735 Colerain Ave. @ Cincinnati 25, Ohio 
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National 


Petroleum 


Behind Our Headlines 


Our article this week (p. 22) on out- 
board motors and outdoor power tools 
—the size of the market and how sta- 
tions can go after the business—doesn’t 
quite tell the whole story. 


A missing small, but warming, ele- 
ment concerns the manner in which 
dealers like Warren Terrill (who figures 
in our piece) have recreated about 
their stations a bit of the atmosphere 
of days long gone. 


Seems that outboard motor fans, 
like most of us with hobbies, will talk 
at the drop of a knot. And where 
better to gather to do their talking 
than where motors are sold and where 
they can find a kindred spirit? 


It’s an unusual day when Mr. Terrill, 
an outboard enthusiast himself, doesn’t 
have a couple of his Kings Park neigh- 
bors filling the chairs in his station 
Office discussing their boating troubles 
and adventures. 


Our reporter went through three or 
four tough races, including a few spills, 
and got the inside dope on a couple of 
troublesome breakdowns in the course 
of getting his story. 


At times, the area around the station 
looks a little like a boat yard, with a 
speedboat or two waiting for their 
owners, who stopped to try out motors 
in Mr. Terrill’s customer testing tank 
and stayed to talk. 


It’s this type of thing that builds 
business between one man and another, 
not between just a customer and a 
merchant. Sort of like the old-time 
general store, but with an oil drum 
taking the place of the cracker barrel. 


—Herbert A. Yocom 
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Oe Hayload 


with the WHITE 


That's the story from Sprague Oil Service 


McPherson, Kansas 


And its the same story throughout the petroleum in- 
dustry—more payload ... more profit . . . with the 
White 3000. 

Its functional design pays off first day in service 
and counts up the profits in extra earning power, trip 
after trip. 

Find out about the exclusive advantages of the White 
3000 for your business. Your White represntative will 
be glad to provide facts about the advantages of 
an investment in White extra profitability for you. 


THE WHITE MOTOR COMPANY °* Cleveland 1, Ohio 
.. With the 
Safety . 


Power-Lift 
ce 4 








HERE’S WHY... 


“Since 1943, we have used White Trucks 
exclusively in our petroleum transport 
business. 


Here is Why: 

*% Increased maximum payload and 
better weight distribution with sub- 
stantial weight advantage under high- 
way weight laws. 

* Drivers prefer the White 3000 for its 
ease of handling, maneuverability, 
safety and visibility. 

% Outstanding stamina and economy of 
operation.” 

Harry A. Sprague, Owner 








FOR MORE THAN 50 YEARS THE GREATEST NAME IN TRUCKS 
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AHEAD OF THE NEWS 


island Motor Oil Reel—Some oil marketers are taking 
a close look at the possibility of dispensing motor oil from 
overhead reels at the island. They are encouraged in this 
by the trend toward all-season oils. They believe a reduc- 
tion in the number of grades of motor oil would make the 
reels more practicable. Some marketers think selling oil 
through a hose would not succeed because many motorists 
associate canned products with quality. But other mar- 
keters believe reel dispensing could be sold on a quality 
basis too. 
a. 


Fuel Oil to Fertilizer—A new summer use for fuel oil 
delivery trucks—spraying home lawns with liquid fertilizer 
—is being tried by the Fuel Oil Co. of St. Louis. The plan 
was developed by Smith Equipment & Supply Co., Chicago, 
which makes the fertilizer. Fuel oil trucks, normally idle 
in the summer, are converted by flushing the tanks with 
water, detergent and steam. The regular hose is replaced 
by 250 ft. of garden hose, equipped with a multiple-nozzle 
spray boom. Trucks are repainted, usually green or white. 
Fuel Oil Co. advertised the new service with direct mail 
pieces in its February statements. Already it has lined up 
150 home owners who want their lawns sprayed through- 
out the summer. The company estimates one truckload of 
liquid fertilizer will treat fifteen 4,000-sq.-ft. lawns per 
day. Other trucks will be converted as more customers 
are signed. 
o 


Larger Underground Storage—The Los Angeles Fire 
Prevention Bureau is said to be studying a proposal to 
allow the installation of 30,000-gal. underground oil tanks. 
This would permit larger and fewer gasoline deliveries to 
stations. However, the proposal is a long way from adop- 
tion, since it must survive hearings and other routine 
proceedings. 
* 


St. Paul Refinery Coming—A contract probably will 
be let in May for the 20,000 to 25,000 b/d refinery Great 
Northern Oil Co. will build at St. Paul, Minn. Company 
President W. J. Carthaus says five companies are preparing 
bids to build the plant. They are Fluor Corp., Bechtel 
Corp., Refinery Engineering Co., Blaw Knox Co., and 
Lummus, Co. The refinery will have a crude unit, coking 
unit, Thermofor cat cracking unit (licensed by Socony- 
Vacuum), Hydrodesulfurization and Ultraforming units 
(licensed by Indiana Standard), catalytic polymerization 
unit (licensed by Universal Oil Products), gas recovery 
plant, treating unit, steam generation plant, and tankage. 


Squeeze-Out Hearings—The Senate Small Business 
Committee may renew its Pacific Coast oil “squeeze-out” 
hearings after all. A new report from the West is that the 
committee is still interested in getting testimony from sup- 
plying companies (accused by distributors and dealers of 
depriving them of oil supplies during the 1951-52 shortage). 


April 7, 1954 * NATIONAL PETROLEUM NEWS 


Tire Discount Push—The Federal Trade Commission 
will go ahead with its attempt to set a carload limit on 
quantity tire discounts, The commission had been reported 
ready to drop its proposed rule. But FTC attorneys are 
now filing in court their answers to 20 tire makers and 
distributors who brought suit to have the FTC rule voided. 
Handling the case is the federal district court in the 
District of Columbia. It probably will set a date for trial 
when it gets the FTC replies. But the protesting com- 
panies could make a trial unnecessary by asking for a 
summary judgment (a court decision based on testimony 
already introduced). 
e 


New Markets for Sunray—A new products pipe line 
will open to Sunray Oil Corp. a large new territory for 
sales of gasoline, burning oil and Diesel fuel. The 35,000 
b/d line is being built from Duncan, Okla. (where Sunray 
has a 33,600 b/d refinery) to the Mississippi River near 
West Memphis, Ark. Builder is Oklahoma Mississippi 
River Products Line, Inc., a common carrier. Sunray says 
the pipe line will more than double the company’s poten- 
tial market. 
© 


Indochina and Oil—The U.S. government's growing 
concern over the fighting in Indochina may mean a boost 
in oil demand on the West Coast. Oil men there are watch- 
ing for indications that American airlifts into the battle 
area might develop on a large scale. That would mean 
heavy gasoline consumption. There is also the possibility 
of stepped-up naval activity, requiring more oil for ships. 
The oil men think the West Coast would be called on to 
furnish supplies—as it did for fighting in Korea—unless 
Gulf Coast oil prices are substantially lower. Refineries at 
Palembang, in Sumatra, and Abadan, in Iran, are down. 
And Japan doesn’t refine enough oil to help. 


Crude Price Lag—Cities Service thinks further increases 
in crude oil prices are needed. It reports the average price 
received by its subsidiaries for crude in the last half of 
1953 was $2.81 per bbl. Although this was an increase of 
24¢ over 1952, Cities Service says the gain “is still far 
from adequate to offset higher operating, exploration and 
other costs” of the industry. 


100-Octane Gasoline—Richfield Oil Corp., Los An- 
geles, has aroused much curiosity about its new gasoline. 
In denying a charge that Richfield’s expanded refinery 
facilities would contribute to smog, President Charles S. 
Jones said: The new equipment is not designed to process 
more crude oil “but to produce a new gasoline that will be 
the finest ever offered Pacific Coast motorists.” For one 
thing, Richfield will be able to turn out 5,000 b/d of 100- 
octane gasoline. It will be blended with other stocks to 
make the final product. 


For more Ahead of the News > 
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gives you hidden Quality 


for lifetime performance!! 





In quality porcelain enamel—it’s the little things 
— the hidden items you cannot see — that count! 

For example—in the erection of porcelain 
enamel, it’s the panel clips . . . the screws... and 
the fastening devices which are not exposed —that 
actually determine the life of your job. 

When you purchase Davidson porcelain enamel 
— you purchase not only visible excellence — but 
unseen quality — because Davidson uses only 
highest grade stainless steel and brass in the unseen 


a é a the ideal parts .. . parts that are rust and corrosion proof— 
Service Station that give trouble-free service, year after year. Be- 
e fore you buy—remember to check the items behind 

covering E=* a the panel—Davidson gives you the finest! 
lightweight material Complete information on Davidson porcelain 
Seyi beauty of glass enamel and the Davidson dealer organization is 


available . . . it’s yours for the asking. Write for 


... Strength of steel! it today. 


° 
Davidson ENAMEL PRODUCTS, INC. 


1103 EAST KIBBY STREET, LIMA, OHIO 
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AHEAD OF THE NEWS 


Mechanized Station Selling—A major oil company is 
looking into an idea for having coin-operated vending 
machines at stations to dispense such items as spark plugs, 
car polish, waxes and flashlight batteries. The company 
thinks the machines might be ideal for turnpike stations 
and other high-volume outlets. 





Tacoma Refinery Alive—Still in a “conversational 
stage” is the plan for a 25,000 b/d Independent refinery at 
Tacoma, Wash. Latest word is that the deal hasn’t been 
put together, although dredging of the bay at Tacoma (a 
necessary preliminary to building the plant) is getting under 
way. Backer of the project is L. P. Moore, who reportedly 
heads a group of California, Texas and New York interests. 


‘Big Case’ Settlement—Overtures for settling the fed- 
eral government’s big antitrust case against the seven West 
Coast major oil companies are a possibility in the coming 
months. The tough point would be divorcement of mar- 
keting from other operations. The government asked for 
that in its complaint. But divorcement is one thing the 
defendants probably wouldn’t go for. The question then 
would be whether the government would relent on divorce- 
ment if it could reach a settlement on the rest of the 
mammoth case. 
. 


Pressure on Refining—There’s no letup in sight for 
British American Oil Co. in its refinery expansion pro- 
gram. Ole Berg, Jr., president of the Canadian company, 
says that despite big additions to facilities in the past seven 
years, British American refineries reached almost 96% of 
their capacity last year in order to keep pace with demand. 
Mr. Berg adds that because of the latest automotive and 
industrial engineering developments, large expenditures 
will be needed for more refinery units to improve product 
quality. 


NPN Staff 


Pipe Line Expansion—New line laid by the Great Lakes 
Pipe Line Co. this summer will boost oil product flow to 
terminals at Alexandria, Minn.; Fargo and Grand Forks, 
N. Dak.; and Des Moines, lowa. The company will lay 
12-inch line from a point near Minneapolis westward to 
Willmar, Minn. The new line will then parallel the present 
8-inch line to Alexandria. From there, an 8-inch extension 
will be built along the route of the present 6-inch line to 
Fargo. Slated for completion in August, these new pipe 
lines will be able to move burning oils before the heating 
season starts. Great Lakes will also add a 12-inch line 
between Kansas City and Des Moines (12-inch and 8-inch 
lines already connect the cities). And the company will 
boost the capacity of its 12-inch Des Moines-to-Min- 
neapolis line by installing pumping stations every 50 miles 
(at present they are 100 miles apart). 


Fertilizer Fight—Union Oil is going after some of Shell 
Oil’s nitrogen fertilizer business on the West Coast. Last 
week, engineers fired up an ammonia plant of Brea 
Chemicals, Inc., Union Oil subsidiary. The Brea plant will 
feature aqua (or liquid) ammonia, although it will also 
make anhydrous ammonia and ammonium sulphate. So 
far, ammonia fertilizer has been in tight supply on the 
West Coast. But ample supplies are expected now that 
the Brea plant and Shell’s recently-completed ammonia 
plant at Ventura, Calif., are both in operation. Speculation 
is that Union will have to hustle for business, and thus 
will be going after some of Shell’s. 


Woe in Williston—Prospects for finding oil in the Willis- 
ton Basin fall short of the bonanza many have predicted, 
according to Signal Oil & Gas Co. So far, the company has 
been disappointed in the results of its joint operations with 
Union Oil of California and Hancock Oil Co. on several 
million acres of leases. None of the many Williston wells 
in which these companies own an interest has resulted in 
commercial production. 
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KEROSENE, LUBE OIL DISPENSERS 


GREASE DISPENSERS . . . twenty-five pound all welded 
with Quick Seal Fill — equipped with detachable meters 
measuring pints and fractions thereof up to six pints. 


TANK UNITS .. . for dispensing kerosene, gasoline or 
lube oil. Capacity from 60 gallon round tank to 120 gallon 
square tank. All equipped with gallon stroke pumps. 


BARREL PUMPS . .. all types for dispensing oil, gasoline 
or alcohol. Available in one quart or gallon stroke. 


There’s a Wayne product to fill every need . . . with 
nationwide service to back up every product. Write for 
complete catalog today. 


THE WAYNE PUMP COMPANY 


SALISBURY, MARYLAND TORONTO, CANADA 














STATION-ENGINEERED 
PRODUCTS 


Complete line of 
single and double 
computing dispens- 
ing units, remote 
multi-pump systems, 
truck and bus high- 
gallonage pumps. 


AUTO HOISTS 


Single, double, and 
3-post types. Free- 
wheel, frame-hoist, 
or drive-on. Hydrau- 
lic operation (semi 
or full) for cars, 
trucks, buses. 


HOSE REELS 


Retriever reels for 
air, water, oil, 
greases; Enclosed- 
type or open. In- 
stalled on wall, 
floor, ceiling or on 
an island. 


Two-stage (high 
and low-pressure) 
and single-stage. 
Tank-mounted; 
quiet, smooth-run- 
ning, completely 
automatic. 


Horizontal Type 
Vertical Type 





WASHINGTON 


“Good Faith” May Still Be a Problem 


The new Federal Trade Commis- 
sion majority took a firm stand last 
year favoring the use of “good faith” 
as a defense against price discrimina- 
tion charges. Thus, if you lower your 
prices to one of your outlets to keep 
a competitor from getting him, you 
are not guilty of price discrimination. 

There are some indications, how- 
ever, that the agency may end up with 
such a narrow definition of good faith 
it will be of little use as a defense. 

This trend shows up in a recent 
decision involving an automotive parts 
distributor FTC had charged with 
price discrimination because he used 
a system of rebates based on annual 
sales volume. 

One argument the company offered 
in defense was that it had instituted 
this system in “good faith” to keep its 
best customers from going to other 
suppliers. 

But an FTC hearing examiner ruled 
out the “good faith” position. 

He said the company’s pricing sys- 
tem is a “continuing” one, not related 
to existing competition but to future 
competition. Further, he said, the 
system is not geared to individual 
competitive offers or localized price- 
cutting, but is a nationwide system. 

It would appear, then, that a 
company cannot be acting in “good 
faith” if it acts in advance to forestall 
competitive offers. 

Also, it would seem that a com- 
pany cannot have a “system” or 
standard policy covering competitive 
situations, but must handle each one 
separately and individually. That is, 
if a rival approached one of your 
customers, you could meet his offer. 
But you could not give any of your 
other customers the same price until 
the rival company had approached 
each of them individually. 

If this is to be the FTC approach, 
it raises a number of questions. For 
example, if you do cut your price to 
meet competition, how long are you 
justified in continuing that lower 
price? A month? A year? Would you 
have to ask your customer to go back 
to the other supplier at periodical 
intervals and ask him if his original 
offer was still good? 

It should be pointed out that the 
commission itself has taken no action 
on the case outlined above. That ac- 
tion was taken by an FTC hearing 
examiner and is subject of change by 
the commission. 

There was one other point in the 
hearing examiner’s decision worth not- 
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ing. The parts jobber had argued there 
could be no adverse affect on com- 
petition because the “favored” custom- 
ers were retailing the products at the 
same price as customers who had to 
pay slightly higher prices. Since the 
retail price was the same, there could 
be competitive injury. 

The examiner said this theory didn't 
hold water. He said price is but one 
competitive weapon. By getting a 
lower wholesale price, the “favored” 
customers were able to make a larger 
profit. 


A Dedicated Mission 


As with any man in public office, 
Joseph A. LaFortune has on occasion 
exposed himself to criticism during 
the nine months he has held the job 
of deputy PAD. He may have made 
mistakes but they've all been honest 
ones. 

Nobody here ever has had reason 
to doubt his real sincerity. And this 
sense of dedication is going back with 
Mr. LaFortune to his private activities. 

He is parting company with Warren 
Petroleum but is refusing to cut all 
ties with the natural gasoline industry 
he has been a part of the past 29 
years. He plans to do some “crusad- 
ing.” He wants the oil industry to do 
something about what he feels to be 
a snowballing problem that threat- 
ens the existence of the natural gaso- 
line business—the loss of the gasoline 
blending market. 

Mr. LaFortune thinks the industry 
should make some concessions to 
natural gasoline, despite the fact that 
it might be more economical for 
refiners to get other blending stocks 
from their own plants. Unless the 
natural gasoline can be disposed of, 
he says, this is what could happen: 

Gasoline plants would have to close. 
And, in oil fields covered by conserva- 
tion laws against gas flaring, oil wells 
would have to be plugged because the 
gas could not be disposed of. This 
could eventually disrupt the entire oil 
industry. 

Also, loss of natural gasoline mar- 
kets could bring drastic price slashes— 
attractive enough so that the nation 
might be “flooded” with natural gaso- 
line for on-the-spot blending. Large 
supplies of “cheap” motor gasoline 
would be perfect tinder for more price 
wars to weaken marketing structures. 

This is the message that Mr. La- 
Fortune intends to convey in person 
to oil industry executives at the top. 


—NPN Washington Staff 
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Primary Stocks 






Kerosine (thous. bbl.) 







Refinery Activity 






c 





Refinery Output 
Gasoline (thous. bbl.) 
Kerosine (thous. bbl.) 






Crude Supply 












Gasoline consumption 









Oil burner shipments 





mz) MONTHLY MARKET TRENDS 


Residual fuel oil (thous. bbl.) 
Crude oil—B. of M. (thous. bbl.) 


Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
o of refinery capacity operated 


Distillate fuel oil (thous. bbl.) 
Residual fuel oil (thous. 


bbl.) 





(million gal.) 


(thous.) 





Wiz\) WEEKLY PETROLEUM STATISTICS ‘APb 


Finished and unfinished gasoline (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 


U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


Petroleum products in secondary storage (thous. bbl.) 
Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) 


Service station building permits (number) 
Passenger cars—domestic shipments (thous.) 
Trucks and buses—domestic shipments (thous.) 
Automotive replacement tire shipments (thous.) 
Replacement battery shipments (thous.) 


DISTILLATE 
80 
a as as ern Na eee 
RESIDUAL 
0 L L 
NDJFMAMJJASONDJFMA 
1952 | 1953 1953 | 1954 


v 


Week 
Ended 
Mar. 27 
1954 


180,384 
61,435 
17,989 
44,093 

266,942 


7,000 
630 
86.4 


24,088 
2,539 
10,370 
8,371 


6,344 
655 


Latest 
Month 


49,951 (Jan.) 
10,165 (Jan.) 
21.60 (Mar.) 
4,104 (Dec.) 
355 (Jan.) 
457 (Feb.) 
90 (Feb.) 
3,993 (Jan.) 
1,791 (Jan.) 
45 (Dec.) 


NPN PRICE AVERAGES* 


Refinery / Terminal 
(¢ per gal.) 
Apr. 2 Mar. 5Mar. 30 
1954 1954 1953 
Gasoline 11.85 11.90 11.65 
Kerosine 10.48 10.60 10.17 
Distillate 9.09 9.18 8.69 
Residual 3.98 4.07 3.37 
4 principal 
products 9.01 9.08 8.65 
Lube oil 16.98 17.04 18.81 
Crude at 
well ($ 
per bbl.) 2.82 2.82 2.63 


* Weighted average price, prin- 


cipal markets. 


Week 
Ended 
Feb. 27 

1954 


179,170 
69,137 
19,506 
45,941 

264,261 


7,123 
691 
88.3 


24,511 
2,994 
10,818 
8,928 


6,199 
627 


Previous 
Month 


51,107 
12,047 
21.81 
3,911 
347 
434 
84 
2,903 
1,890 
62 


Week 
Ended 
Mar. 28 
1953 


162,878 
59,757 
18,417 
41,002 

274,978 


7,000 
675 
92.3 


22,659 
2,411 
10,159 
8,863 


6,384 
561 


Year 
Ago 
53,400 
11,987 
20.62 
3,863 
243 
467 
86 
4,794 
1,571 


53 
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SUPPLY AND DEMAND ZT HEAVY DUTY 
Stock Reduction Cited—The un- 
balanced product inventories have 


been alleviated with the announce- 
ment by the Bureau of Mines that 
the “high product stocks” in Janu- 
ary were reduced by 22.5 million 
bbl. These compared to only 9 mil- 
lion bbl. in January, 1953. Crude 
stocks during the first quarter were 
cut by 10 million bbl. The monthly 
forecast also revealed that the do- 
mestic crude estimated to be con- ONLY PENNANTS MADE WITH 


sumed or exported in April, 1954, 60-DAY WEATHER GUARANTEE $].30 





PER 30-FT. SET 
QUANTITY DISCOUNTS 


will total 6,420,000 b/d. The fore- F.0.8., INDIANAPOLIS 


cast for March totaled 6,480,000 
b/d. Here are the toughest flag pen- 


nants made today—the only pennants backed by a 60-day all- 
West Coast Stocks Worse—Con- : 


d . Plastic-impregnated cloth in four brilliant 
cern for the West Coast petroleum weather ret preg 
inventory trend as of the beginning colors—red, white, yellow and blue. Double-sewed to 293-Ib. 
of 1954 was expressed by the Oil test rope. Each set is 30-ft. long, with twelve 12” x 18” flags. 


Producers Agency of California. 


Ready to hang. Made only by Pratt. 
“The more favorable trends of 


District 5 statistics developed dur- 7, Send for your free catalog of Pratt's service 
ing the latter part of 1953 were station outdoor display material. Widest selec- 
reversed in January,” the agency CATALOG tion available anywhere. 


reported. The January increase ran 


41,000 b/d and 54,000 b/d in T rit ’ 

February. Stock gains in January, iH : TITEP | 

the agency said, were caused by 

substantial decrease in total de- 201 PRINTCRAFT BUILDING, INDIANAPOLIS 4, INDIANA 


mand. It dropped 83,000 b/d from cc i 
the December level. 


CLAMP BITES INTO 
STANDARD—WORKS 
Gasoline Stocks Climb — After al -_ y A S a F LV N G 


ON VISE PRINCIPLE 
dropping down for one week, 


primary inventories of finished and F @) 4 B E T T 3 R 
unfinished gasoline in the U.S 


climbed again to the 10th all-time S A L E S D ! S P L r Y 


high this year. During the week 




























































Built for the Petroleum Industry 
ended March 27, they crossed the py ll Transport Manufacturer 
hi ark £ » —that’s ““E-Z” SHELVING HARD- 
180 million bbl. mark for the first WARE, which is ‘setting the style’’ in 
time. However, since the touring leading Service Stations wanting the 
. . f Y' f h 
season usually begins about April | ee 
stocks are expected to drop. Stocks USES EVERY INCH OF WALL SPACE FOR DISPLAY 
totaled 180,384,000 bbl., an in- “E-Z" Brackets and Standards work on ‘“‘slide-rule’’ principle. Simply bolt 
standard to wall—disregarding level of floor. Insert bracket in slide-slotc— 
crease of 985,000 bbl. over the bolt clamp bracket and lock to standard. Bracket digs into standard with 
week ended March 20 weight of load. Clamp holds to standard like a vise. Adjustment by sliding up or 


down at pin-point variations. Makes solid displays. 12-gauge steel brackets in 
sizes 6” to 30”. 14-gauge standards 33” to 96”. Fits around windows, doors, 
pipes, etc. Handsomely finished, Very inexpensive. Cheap enough for storage. 


Penna. Crude Production Up — Rearrange entire loaded shelf in minutes, Write for FREE PLAN BOOK 


Exceeding demand by 1,241 b/d, 
total production of Pennsylvania 
Grade crude oil in 1953 resulted 
in 453,163 bbl., being added to the 
inventories. In its annual report, 
South Penn Oil Co. pointed out 
this addition increased the year-end 
stocks to 2,257,310 bbl. 





Gulf Closes Refinery—After being 
shut down for several weeks, the 
Gulf Oil Co.’s refinery at Fort 
Worth, Tex., will be closed per- . , pe 

Illustration shows blank wall made into large Carries heavy, mass display, “E-Z 
manently as of May 1. The com- } 


display shelves in few hours. supports concealed 
pany said the 8,000 b/d refinery GOOD JOBBER TERRITORIES ARE STILL AVAILABLE 
had been operating at a loss for 


several years. Standard: Steel Works 


DEPT. NP9, NORTH KANSAS CITY, MISSOURI 
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We tie truck axles in 


in the new Timken-Detroit indoor 
proving ground...and only 


We twist, shock-load, abuse, and torture them. Match every conceiv- 
able hauling condition. Then add a few brutal tricks of our own! 


Why? So you'll know in advance, and 
for sure, that a Timken-Detroit axle can 
take the punishment it was designed for. 
More rugged, grueling punishment than 
any other axle made! 

To prove it, we capsuled a multi-thou- 
sand acre proving ground into oneroom. 
Here our engineers can put 50 years of 
experience in building axles for trucks, 


buses and trailers to work—subjecting 
axles and gearing indoors, to any out- 
door operating condition. 

Such exacting research pays off for 
you in: longer axle life; less mainte- 
nance, repairs and downtime; reduced 
operating expenses. This is why Timken- 
Detroit axles are preferred by manufac- 
turers and operators everywhere. 





How TDA proves axle quality 
in this “‘Torture Chamber” 


We pick one of our axles at random 

. then duplicate a hauling condi- 
tion, hour after hour, day after day 

. simulating half a million miles 
of the toughest driving situations in 
just a few days. Or “invent” a test 
like going uphill with a full load 
from California to New York non- 
stop. There is no other axle testing 
like it in the world! 





This is our “truck driver.” He 
works in our “Torture Chamber.” 
Above him are graphs showing 
speed and torque performance un- 
der any operating condition he 
chooses . . . soft ground at full load 

.. mountains ... express highways 
or side roads. With special dials, re- 
corders and electronic devices, he 
actually drives the axle with scien< 


tific accuracy from his chair! ; 











Hauling pipe? It’s good to know you're riding on genuine 
Timken-Detroit axles— duplicates of axles that have been 
given the “works” in our indoor proving laboratory. Simu- 
lating your toughest hauling problems—over bumpy, twist- 
ing roads under full load over express highways—and in 
a few days duplicating 500,000 miles of abuse. It’s done 
to save you money on maintenance and repairs—make you 


You haul gas—on schedule! And you're sure with 
Timken-Detroit axle shafts. Proved capable of being 
twisted 14°—forward and backward — 36 times a minute, 
24 hours a day, for days on end. Only Timken-Detroit 
“Torture*Tested” axles can take this brutal treatment 
assure you top performance— make you more money per 
load. 


more money every load. 





knots 


Timken has it! 


TIMKEN 
AXLES 





pe eeoted [I Yi Standacd 


tee mame YF seoorene 
“TORTURE-TESTED” 
to Save Money on the Job 


WORLD’S LARGEST MANUFACTURERS OF 
AXLES FOR TRUCKS, BUSES AND TRAILERS 











Timken-Detroit Front Axles 


Here is easy, positive steering control. 
A little man can handle a large rig 
with TDA front axles as easily as a big 
210-pound, six-footer, at fast or slow 


speeds...on smooth or rough roads. No 
wheel kickback. Tractor semi-trailer 
hook-ups have smallest possible turn- 
ing radius — greatest maneuverability. 





Timken-Detroit Hypoid Gearing 


Hypoid gearing for truck axles was 
pioneered by Timken- Detroit. And 
only Timken- Detroit has Hypoid gear- 
ing in a complete “family” of 7 basic 
axle capacities —in the entire range of 
medium and heavy-duty requirements. 
This advanced-related design incorpo- 


rates the same features of construc- 
tion and interchangeability in a choice 
of 3 types of Hypoid final drives using 
the same axle shafts—single-speed; 
single-speed double-reduction; and 
two-speed double-reduction final drive 
units. 








Timken-Detroit Tubular Trailer Axles 


The lightest weight tubular trailer 
axle made. Produced in the largest, 
most modern axle plant in the world. 
PLUS exclusive features: Lightweight 
Fabricated Brake Shoes with Econo- 


Plants at: Detroit, Michigan 


liners for greater wear, longer service, 
Electrically Welded Spindles and 
Spring Seats guaranteed for life, 
Nylon Bushings in Brake Camshaft 
Assemblies. 


Oshkosh, Wisconsin « Utica, New York « Ashtabula, Kenton and Newark, Ohio « New Castle, Pennsylvania 








THEY MEET...OR EXCEED 
RIGIO S:|A.E. SPECIFICATIONS 


You can be sure of giving your customers 
full protection with Du Pont 9e 7 Brake 
Fluids. They meet or exceed S.A.E. Brake 
Fluid Specifications 70R1 and 70R2. 


And they give you maximum economy 
consistent with safety, because they’re en- 
gineered for the job—one for MODERATE 
DUTY, one for HEAVY DUTY. 

With Du Pont Brake Fluids in these two 
performance ranges, you can service every 
kind of vehicle—from light passenger cars 
to heavy trucks and buses. 


It’s a good way to safeguard your cus- 
tomers... and your own good name. Re- 


DU PONT NCO 


From Chemical Research . 


member to specify genuine Du Pont Brake 

Fluids next time you order! 

@ Du Pont Brake Fiuids do not boil off when 
heat is generated in high-speed stops. 


Do not form a vapor lock when heat from drum 
is carried to wheel cylinder. 


Will not solidify at temperatures far below zero. 


Will not swell rubber cups and hose, nor cor- 
rode metals in brake system. 


Will not lose efficiency after several months’ 
storage. 


Will mix with all approved fluids used in new 
car production. 


Available in the following ples: 3 Oz., 1 Qt., 
1 Gal., 5 Gal., 30 Gal., and 54 Ga 


PRODUCTS 


For Better Car Care 


7» 


NATIONAL 


v 866. u. 5. pat. ort 
BETTER THINGS FOR BETTER LIVING. 
«++ THROUGH CHEMISTRY, 
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How Oil Jobbers Plan to Keep Growing 


Last week in Hot Springs, Va., the nation’s oil jobbers set about 
the task of making themselves better marketers. 

Through their national council, they: 

e¢ Agreed on a yardstick by which all jobbers can measure the 


efficiency and profitability of 
their operations. 

¢ Took the first steps in a 
long-range educational program 
designed to help jobbers become 
more efficient managers. 

The end objective of the twin- 
barreled action by the National 
Oil Jobbers Council: 


To insure, in the years ahead, 
the continued growth of the job- 
bing segment, and its ever-in- 
creasing importance in the mar- 
keting function. 

The yardstick for measuring jobber 
efficiency is a new NOJC report on 
jobber profits and operating expenses. 
It was compiled from more than 100 
questionnaires filled out by jobbers at 
the request of NOJC’s Uniform Ac- 
counting Committee, headed by Myles 
F. Hall of Duluth, Minn. 

As subsequent annual surveys are 
made and more jobbers join in sub- 
mitting financial data, the committee 
expects to build up a running record 
of the various items of expense and 
profits that will enable jobbers to 
determine from year to year how their 
own operations compare with the na- 
tional average. 


PROFITS YARDSTICK 


Last week’s report indicated that 
the percentage of jobber profits to net 
sales has decreased since 1950. The 
findings revealed that: 

Net profits of 34 jobbing companies 
in 16 states during 1953 amounted to 
2.2% of total sale~, before income 
taxes, as compared with 3.1% in 
1950. 

Gross profits on sales last year 
amounted to 16.7%, before income 
taxes, as compared with 17.27% in 
1950. 

Officers’ salaries in 1953 amounted 
to 1.661% of total sales as compared 


with a figure of 2.156% in 1950. 

Behind the Statistics—These were 
the only three points on which the 
committee was able to make a com- 
parison with the 1950 NOJC cost sur- 
vey, results of which were released at 
the 1952 spring meeting of NOJC in 
Savannah, Ga. (See NPN April 2, 
1952, p. 34.) 

The reason is that the 1953 ques- 
tionnaire was altered in an effort to 
obtain a detailed breakdown of the 
various Operating expenses according 
to three product categories—gasoline, 
fuel oil, and motor oil and TBA. 

The 34 companies on which the 
main report was based marketed a 
combined total of more than 136,- 
000,000 gal. of gasoline and fuel oil, 
an average of 4,000,000 gal. each. 

Of the more than 100 questionnaires 
returned, these 34 gave the complete 
detailed information requested. An- 
other, less detailed report, gave three 
sectional breakdowns on the basis of 
24 jobbing firms in the Midwest, 24 
in the South and five in the East. 

1953 Market Factors—The commit- 
tee report emphasized that one-third 
of the net profit of 2.2% last year was 
made up of cash discounts and other 
income. The net profit from opera- 
tions amounted to 1.5%. 

The committee tempered its report 
somewhat, however, by pointing out 
that “perhaps the gross profit figures 
may look lower than they should, 
but it must be remembered that these 
figures are for the full year of 1953 
when in some cases margins were less 
than they are at the present date.” 
The figures also “undoubtedly reflect 
the results of some price war condi- 
tions,” the committee noted. This 
table shows the breakdown of the 
totals: 

Net sales 

Less cost of sales 


100.0% 
83.3% 
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Gross profit on sales 16.7% 

Less expense: 

Delivery expense 5.0% 

Bulk plant expense 2.2% 

Sales expense 3.3% 

Administrative expense 4.7% 

Total expense 15.2% 
Profit from operation 1.5% 
Cash discounts earned and 

other income 0.7% 

Net profit 2.2% 

The regional breakdowns showed a 
total net profit of 2.7% for the 24 
Midwest jobbers, 2.6% for the south- 
ern jobbers, and 1.6% for those from 
the East. The eastern jobbers were 
principally fuel oil distributors. 

The committee declared that in its 
opinion “this is a good survey” and 
represents a true picture of the jobbing 
business throughout the nation. 


JOBBER EDUCATION 


To start the development of a long- 
range program to upgrade the jobber, 
NOJC recommended that the various 
member state associations appoint 
educational committees to plan man- 
agement courses for jobbers, their 
employes and dealers. 

This action was taken following a 
proposal of Otis H. Ellis, NOJC’s 
Washington counsel, that the council 
sponsor a full-scale program to in- 
crease the efficiency of the jobber 
operation throughout the nation. 

Unless this is done, he warned, 
economic factors threaten to make 
gasoline jobbers extinct except in small 
towns and rural areas. 

Jobber organizations, Mr. Ellis con- 
tended, should inaugurate concerted, 
constructive educational programs 
with a goal of making the Independent 
jobber recognized as the most efficient 
and economic method of wholesale 
distribution to be found in oil mar- 
keting. 

Colleges Can Help—In recommend- 
ing that all associations sponsor man- 
agement training courses, the Com- 
mittee on Education, headed by Leslie 
R. Neal of Texas, later reported that 


15 
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most state universities have much 
knowledge on the subject of small 
business marketing management. 

“There is plenty of opportunity to 
learn if we wish to take advantage of 
it,” the committee declared. 

“Jobber associations are the logical 
leaders of a management educational 
program for petroleum marketers in 
their states. They should invite par- 
ticipation by petroleum product and 
equipment supplier representatives, 
commission distributors and retail 
dealers. A joint committee represent- 
ing all segments of the oil marketing 
business in the state can thus be 
formed.” 

The committee studied management 
functions and decided they may be 
grouped under five general headings 
— Markets, Money, Men, Methods 
and Merchandising. 

“Securing attendance is the most 








Estate Planning Series 
Reprinted in Booklets 


Poor management can mean 
business failure for oil jobbers 
faced with high costs, high taxes, 
and competition that grows hot- 
ter by the week. Businesses built 
on careless planning are the most 
vulnerable to competition or 
business emergencies—such as 
the death of a principal. 


The jobber’s greatest protec- 
tion: Sound estate planning. 

How can jobbers get it? 

A good way is by studying 


NPN’s current comprehensive 
articles on the subject (No. 5 in 
a series of six appears on p. 34). 
To give readers a complete refer- 
ence package of information, 
NPN will reprint the full series 
in 6 x 9-inch booklets, bound in 
an attractive cover. Jobbers may 
order copies for themselves. Or 
suppliers may order in quantity 
for distribution to their jobbers. 
Orders for the booklets are 
being taken now in advance of 
the May 1 release date. Pre- 
publication prices per copy: 
1-10 copies 50¢ 
11-25 copies 45¢ 
26-50 copies 40¢ 
51-75 copies 35¢ 
76-100 copies. 30¢ 
More than 100 Prices on 
copies ~ request 
To place orders, please write 
to: 
Reader Service Department 
National Petroleum News 
330 West 42nd St., 
New York 36, N.Y. 











difficult part of the project,” the com- 
mittee said. “We now believe that this 
difficulty is evidence of a great need. 
If a jobber can’t find time to leave 
his work for three days, he is in need 
of help, plans and organization.” 


FIGHTING NATURAL GAS 


The council’s Fuels Policy Com- 
mittee headed by H. F. Horning of 
Minnesota emphasized that fuel oil 
distributors should start planning im- 
mediately for intensified advertising 
programs to convince the consuming 
public that fuel oil is the best heating 
fuel. 

The committee recommended strong- 
ly “that each state association lead the 
way in alerting its membership to the 
problem of natural gas competition 
and in disseminating the information” 
concerning advertising programs. 

The report also advocated that “na- 
tural gas bear its equitable proportion 
of production costs, which it does not 
now do.” The committee argued that 
natural gas should be sold on a com- 
parable BTU basis with oil at the 
wellhead. 

On Jobbers’ Shoulders—NOJC was 
advised not to expect any help from 
the Oil Industry Information Com- 
mittee or the major oil companies 
which produce natural gas. 

“And don’t look for very much help 
from those major companies that don’t 
produce natural gas,” the committee 
declared. “Rightly or wrongly, they 
hide behind the excuse of legality. 
Which means that you Independent 
distributors are going to have to get 
together and fight this thing yourselves. 

“If you aren’t particularly interested 
in this matter right now, you will be 
before very long. Because a vast spi- 
derweb of gas transmission lines is 
being built today, and you are going 
to be affected before you know it.” 


NOJC POLICY VIEWS 


The national council “deplored” as 
unfair trade practices discounts offered 
in credit cards issued by dealers of the 
General Tire & Rubber Co. The Com- 
mittee on Fair Trade and Crude Prices 
listed these as: 

—2¢ per gal. discount on major 
brand gasolines. 

—S5¢ per quart discount on major 
brand motor oils. 

—25% discount on all General 
tires. 

—30% discount on all change-over 
tires. 

—25% 
batteries. 

—25% discount on recapped pas- 
senger tires. 


discount on all General 


—Free 
tubes. 

—Flat tires repaired free in shop. 

The OIC Committee, headed by 
John Harper of New York submitted 
a report declaring: 

“It is our conviction that the maxi- 
mum results from the national adver- 
tising program of OJIC cannot be 
attained without a much closer tie-in 
with all members of our industry in 
every community, large or small, 
throughout the United States. 

“We suggest a more enthusiastic 
leadership by suppliers and more active 
participation by them in Oil Progress 
Week and other projects. 

“We believe that the importance of 
‘grass roots’ activities has finally been 
recognized, but our own principal 
objective this year will be to try to 
improve the OIIC policies in this re- 
gard in conjunction with the Jobber 
Activities Subcommittee. We aim to 
press for greater appropriations for 
this work and a more realistic under- 
standing of its potentialities by OITC.” 

The council decided to invite OIIC 
to send a “qualified official to each 
council meeting to give a 15-minute 
report on the latest OIIC projects, 
films and policies, together with copies 
of current folders, pamphlets and 
advertising.” 

‘Good Faith’ Stand — Opposition 
was voted to all of the so-called “good 
faith” bills now pending in Congress. 
NOJC objected to the measures, first, 
because of “uncertainty and indefinite- 
ness in language,” and, second, be- 
cause “of a lack of criteria as to what 
constitutes good faith.” 

At the recommendation of its liai- 
son committee with the National Con- 
gress of Petroleum Retailers, NOJC 
endorsed “in principle” the theory of 
fair price legislation in the retail sale 
of oil products. 

Supplier Relations — The council 
also expressed “great concern over the 
reckless, uneconomical service station 
expansion program being carried on 
within the industry .. .” 

Jobbers’ contracts with their sup- 
pliers, NOJC said, should contain a 
clause giving the jobber the privilege 
of buying on the spot market when- 
ever it is lower than the contract price. 

The council reiterated its opposition 
to any legislation which “would or 
could result in, the imposition of 
quanrtative restrictions and/or in- 
creased taxes or duties on imports of 
crude petroleum or petroleum prod- 
ucts.” 


(A detailed report on the NOJC 
cost figures and on Otis Ellis’ views 
on jobber education will appear in 
next week’s NPN, April 14.) 


inspection of tires and 
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Company-Wide Bargaining Looms 


The oil industry’s fears about 
company-wide bargaining coun- 
cils will be realized if organiza- 
tion of the proposed Oil and 
Chemical Workers International 
Union goes through. This is ap- 
parent from a brochure released 
by the union’s Temporary Ratify- 
ing Committee. 

Meanwhile, a threat to the consoli- 
dation move is brewing in the power- 
ful Central States Petroleum Union. 
CSPU is involved in an internal “in 
again, out again” squabble to deter- 
mine whether the union will affiliate 
with OCWIU and whether Maynard 
Sands will continue as president. 

Later developments indicate two 
more unions may be missing when the 
roll is called for merger ratification. 

Resistance to the proposed inter- 
national union has been developing 
in the Independent Oil Workers Union 
of Oklahoma. And dues have created 
a stumbling block in Western States 
Service Station Employes Union that 
probably will stall ratification of the 
constitution until after the June 15 
deadline. 

On company-wide councils, a pam- 
phlet titled What Can an International 
Union Do for Me says, “This means 
that all the locals having members em- 
ployed by the same company can 
unitedly carry on intelligent and effec- 
tive programs of bargaining on such 
company-wide problems as pension 
plans and hours of work. 

“In the case of larger companies, 
the international will assign a staff of 
men to work full-time for the com- 
pany council.” 

Though industry-wide bargaining 
isn’t mentioned as such, the pamphlet 
indicates a move in that direction: 

“The international will co-ordinate 
and unite the efforts of all the mem- 
bers in all the locals. This means that 
when your local goes before manage- 
ment to ask for improvements in 
wages or conditions, it will not be 
standing alone against a huge, world- 
wide, billion-dollar corporation and 
against a tightly united and interlock- 
ing oil industry. 

“Instead, your local will be able to 
co-ordinate its efforts with many other 
local unions so that the combined 
pressure of all may be brought against 
your company and the industry.” 

The Who Will Run My Union? 
pamphlet states the international’s 
main function will be to assist and co- 
ordinate, rather than control efforts of 
the locals. 


The Guarantee—The pamphlet lists 
three points in the constitution that 
guarantee control by locals over their 
negotiations: 

—No contract can be terminated 
unless the members covered by that 
contract decide by majority vote to 
terminate or open the contract. 

—No contract-change proposals or 
amendments may be submitted to the 
company unless the members covered 
approve the proposals by a majority 
vote. 

—No new contract, contract change 
or supplement to a contract may be 
put into effect with the company un- 
less the members covered ratify the 
contract or changes by majority vote. 

Trouble in CSPU—As merger plans 
proceed, the role of the powerful and 
independent Central States Petroleum 
Union in the picture is confused. 

Less than two weeks ago, the board 
of directors marketing subcommittee 
voted to accept the resignation of 
President Maynard Sands, who issued 
the call for the original Philadelphia 
merger meeting, and indicated that 
CSPU would drop out of the merger 
picture. 

At that time, newly-appointed act- 
ing president Abe Cole said, “It looked 
like we were walking into the CIO.” 

But after reconsideration of its 
“hasty action,” the subcommittee 
asked Mr. Sands to reconsider his 
resignation. 

Mr. Sands said he will put the ques- 
tion up to the membership of his own 
CSPU Local 101 and base his decision 
whether to return to the national presi- 
dency on the members’ desires. 

And if he does return, he will insist 
on a referendum of the entire CSPU 
membership on the merger plan. 

In a letter to W. R. Forgy, WSSS- 
EU chairman, Edward L. Jacobs, 
president of the Oklahoma _ union, 
said, “In my opinion, sentiment of 
our membership is daily becoming 
stronger in opposition to our affilia- 
tion with the proposed international 
union.” 

Chief merger delegate for the Okla- 
homa group was Doyess Boyett, then 
vice president of the union and now 
a member of the Temporary Ratify- 
ing Committee of the proposed OCW- 
IU. Since then, Mr. Boyett has been 
replaced as vice president by John 
O. Suttle. 

IOWU of Oklahoma represents an 
estimated 1,375 Continental Oil Co. 
employes. 

WSSSEU, which claims a member- 
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ship of 6,000 employes at Standard 
Oil Co. of California salaried stations, 
will not be able to ratify the proposed 
constitution before June 15, Mr. Forgy 
said. 

Dues, now $1.50 a month, would 
have to be raised to at least $2.50 a 
month before the union would be in 
a position to enter the international 
group. Authorization of the dues hike 
must be given by the membership 
before the change can be made. 


Valvoline Introduces 
Year-Round Motor Oil 


Valvoline Oil Co. claims full engine 
protection all year long under all driv- 
ing conditions for its new “All-Cli- 
mate HD low-30” motor oil. Valvo- 
line is a division of Ashland Oil and 
Refining. 

Valvoline says the new oil contains 
a group of recently developed “bal- 
anced additives to inhibit oil oxida- 
tion, retard foaming, resist bearing 
corrosion and supply the active deter- 
gency necessary in late-model engines. 

Advantages listed in a promotion 
mailing piece under “eight-point pro- 
tection” are new stability at extreme 
temperatures, easy cold weather start- 
ing, less engine wear, greater gasoline 
mileage, lower oil consumption, en- 
gine cleaning, antiknock help and 
greater film strength. 





Heart Trouble on Route 4 


When voluntary allowances by sup- 
pliers pushed prices to new lows of 
18.9¢ (including 5¢ tax) in price war- 
ridden New Jersey, it was too much 
for many dealers. This sign is on 
Route 4 just west of the George Wash- 
ington bridge across the Hudson 
River. 
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Bellman Tate 


Willetts Nickerson 


MARKETING EXECUTIVES for Socony-Vacuum Oil Co., Inc., and subsidiaries 
study a model of a carburetor used to demonstrate some features of new Mobilgas 
Special. Pictured are V. A. Bellman, marketing vice president for General Petroleum 
Corp.; Guy L. Tate, marketing vice president, Magnolia Petroleum Co.; Herbert Wil- 
letts, vice president and director in charge of domestic marketing, Socony-Vacuum, and 
Albert L. Nickerson, vice president and director in charge of foreign trade, Socony- 


Vacuum 


Socony Has Additives Plus Octanes 


Socony-Vacuum is putting a 
team of new oil products into the 
race for the motorist’s favor. 

It is going both “the refining 
way and the additive way” to 
make its premium-grade gaso- 
line, Mobilgas Special, “Double 
Powered”—for higher octane 
rating and better correction of 
engine troubles. 

And it has added a winter- 
summer, new-top-price “Mobil- 
oil Special” to its motor oil line 
—through “a new combination 
of specially blended lubricating 
oil components, and a unique 
combination of additives.” 

Together, says Socony, the new 
products “not only improve the per- 
formance of both old and new auto- 
mobiles, but also open the way for 
more advance engine designs than 
have heretofore been feasible.” 

Socony will back them with its 
“largest” advertising and promotional 
campaign to date. 

Power and Mileage—The new gas- 
oline can increase engine power up to 
25% compared with “ordinary” pre- 
mium gasolines, says Herbert Willetts, 
Socony’s vice president and director 
in charge of domestic marketing. 

The new motor oil, he says, “added 
an average of 23% more mileage per 
gal. of gasoline” in actual fleet tests 
in stop-and-go city driving last winter. 

The oil is described also as having 
grade characteristics putting it in the 
range from “SAE SW to SAE 30.” 

Additive Advantages—Superiority 
of the company’s new gasoline over 
its old premium comes partly from 
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improved (catalytic) refining—for 
higher octane number—and in part 
from “Mobil Power Compound.” 

The latter, the company says, is a 
combination of additives. 

One of these is of the now-familiar 
phosphorus type, but of distinctive 
manufacture, to control pre-ignition 
and spark plug fouling, Socony 
officials say. 

A second, however, is one for which 
the company only recently applied 
for a patent. Its purpose is to control 
carburetor icing. 

Then there’s a third additive, an 
anti-oxidant used heretofore in avi- 
ation gasoline, and said to cut gum 
deposits by more than two-thirds. 

High Octane—Company officials say 
the new gasoline’s octane ratings will 
be as high as any out to date (up to 
95); also that its pricing will reflect 
the new regular-premium differentials 
established in many localities. 

The gasoline is to be available 
April 12 at all outlets east of the 
Rockies, and at those on the Pacific 
Coast a week later. 

By going both “the refining way 
and the additive way” with its new 
gasoline, Socony takes a middle possi- 
tion in the current industry debate as 
to whether chemical additives or 
higher octane numbers constitute the 
soundest approach to improving gas- 
oline quality. 

“For top performance,” say Socony 
officials, “a gasoline should combine 
the full benefits of both.” 

Lube Helps Gasoline—The com- 
pany’s new motor oil so keeps down 
combustion chamber deposits, or re- 


duces them, that it, in effect, “adds 
octanes to gasoline performance,” 
Socony says. The claimed improve- 
ment is as much as five octane numbers. 

Similarly, the company adds, the 
new motor oil reduces spark plug 
mis-firing by reducing the amount of 
deposits formed on spark plugs. 

Dealers are selling the oil for 15¢ 
more per quart than the product that 
heretofore has been Socony’s top- 
grade motor oil. 


Industry Strikes Back 
At its Smog Critic 


The West Coast oil industry has 
spelled out its smog public relations 
program. When applied, a nine-point 
platform will switch it from the defen- 
sive to the offensive. 

That platform was hammered out 
laboriously in Western Oil and Gas 
Assn. committee meetings extending 
back to 1953. During that time com- 
mitteemen considered strong and con- 
flicting industry viewpoints on how 
the public relations problem caused 
by Los Angeles smog should be dealt 
with. 

This is what the nine-point plat- 
form calls for: 

1. Industry men with authoritative 
backgrounds on air pollution are 
urged to address civic and service or- 
ganizations. 

2. Technical personnel are to be 
encouraged to submit smog papers to 
trade and technical journals. 

3. Efforts are to be made to inform 
thought-leaders about air pollution 
developments. 

4. Conclusive and semi-conslusive 
findings should be disseminated to the 
public. 

5. Extensive showings of an edu- 
cational smog film, called The City 
That Dissappears, are urged, espe- 
cially among industry personnel. 

6. WOGA committees concerned 
with smog are under instructions to 
co-operate “in all proper matters” 
with the newly-formed Southern Cali- 
fornia Air Pollution Foundation, the 
Los Angeles Air Pollution Control 
District and API’s smoke and fumes 
committee. 

7. A lay-language pamphlet is 
being prepared to familiarize industry 
personnel with the subject of smog 
and the industry’s efforts. 

8. Individual refiners are asked to 
publicize all projects undertaken to 
reduce air pollutants. 

9. Means are to be devised so 
WOGA staff personnel can act on 
press, radio and public media requests 
“when deemed advisable.” 
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Sun, Esso Price Policies Opposed 


Dealers in northern New Jer- 
sey seem to be getting deeper 
into their price war instead of 
ending it. 

The latest developments sent 
them into a special meeting called 
by the New Jersey Gasoline Re- 
tailers Assn. at NPN press time 
to discuss the dealers’ present 
status and future policy. 

Sun Oil had announced that it is 
making available a special commission- 
consignment agreement on gasoline to 
help its dealers in northern New Jer- 
sey. If they request it, Sun dealers 
can handle gasoline under the con- 
signment plan, selling the first 20,000 
gal. per month at a 4¢ margin, and 
anything over that at a 3¢ margin. Sun 
emphasized that this was only a tem- 
porary relief measure. 

Earlier, Esso Standard sent a letter 
to its dealers telling them it would 
not fair trade its gasoline. 

Both of these measures were scath- 
ingly denounced by John Dressler, 
executive secretary of the New Jersey 
Gasoline Retailers Assn. in a bulletin 
to dealers. 

Sun Under Fire—He said Sun’s 
commission-consignment plan is an 
insult to a dealer’s intelligence. 

“It would,” he said, “be comparable 
to Sun Oil Co. calling all their em- 
ployes together and saying to them 
that because of economic conditions, 
‘we are going to bring your salary 
back to the 1938 level,’ which was an 
average of about 90¢ an hour, instead 
of the present average hourly rate of 
approximately $1.95. We know, and 
the Sun Oil Co. knows that they would 
face the most severe strike they ever 
had, and yet they have the nerve to 
offer this relief to the dealer.” 

If Sun descriminates against any 
dealer who will not go under the plan, 
suggested Mr. Dressler, the company 
would be in violation of the Robinson- 
Patman Act. 

He asserted the Sun program “en- 
dangers the future of free competition 
in the retail industry.” While he 
applauded Sun’s recognition of the 
dealer’s plight, he condemned the 
“method by which they try to assist 
us.” 

Mr. Dressler suggested that now is 
the time to demand that Senator 
Hendrickson (R., N. J.) bring his 
Small Business Committee into the 
state to investigate the “rigged market, 
including the effect of the Connally 
Hot Oil Act, and the well depletion 
allowance, on the dealer.” 


He also urged stockholders in any 
major oil companies to contact the 
association, “so that we can carry our 
fight right into the meetings of the 
stockholders of our suppliers.” 

Attacks Esso—Mr. Dressler said 
Esso “is even worse (than Sun) be- 
cause they sent a cold, mimeographed 
letter to their dealers, saying they 
would not fair trade their products, 
even though a tremendous number of 
Esso dealers wanted the product fair 
traded.” He added, “The callous indif- 
ference of Esso towards the welfare 
of their dealers is sickening indeed, 
and it is time for every dealer to realize 
that it is only through solid action 
on his part that he can hope to again 
have a decent market in which to sell 
his products.” 

Retail prices for regular gasoline 
had sunk to 14.9¢ (ex 5¢ tax) in many 
northern New Jersey stations at press 
time. 

About three stations in Berger and 
Warren Counties, including one pri- 
vate brand, had cut to 13.9¢. 


New Station Chain 
Opens in California 


The newly-formed Olympic Prog- 
ress Oil Co. this week began oper- 
ating a multiple-pump station in Glen- 
dale (Greater Los Angeles), marking 
the start of a new chain of gasoline 


stations in southern California. 

The Olympic Progress Oil Co. is 
headed by Marc D. Leh, president, 
former General Petroleum executive 
and veteran petroleum marketer, and 
David E. Brown, vice president. They 
have been partners previously. 

Mr. Leh emphasized that the chain 
will be filling stations, not service sta- 
tions, and declared that they will bid 
for patronage “through quality prod- 
uct and price.” 

Mr. Leh said the company will not 
operate with wholesale distributors. 
“I feel that the day of the middleman 

-the distributor is past,” said Mr. 
Leh. “He is out of the picture. We 
are going to operate these stations 
through salaried employes.” 

He declared that it costs major oil 
companies 10¢ per gal. to market 
gasoline through their stations, and 
that it would cost his company 4.5¢ 
per gal. by eliminating overhead in 
major company operations. That, he 
said, will enable his outlets to be com- 
petitive price-wise. 

Mr. Leh said 11 stations have been 
acquired so far and they expect to 
have 18 or 20 in the Olympic Pro- 
gress chain. Within two years, he 
said, they expect to have 125 stations 
in southern California. 

They are interested in multipumps 
capable of doing up to 250,000 gal. a 
month, said Leh. They will be op- 
erated as self-serves but will give 
service where serve yourself opera- 
tions are banned. 








It pays to get 
EVER-TITE 
OL, in 


Quick Couplings 


Superior oy forged body 
—precision in 

Uniform wall thickness 
—no weak spots 


Extra heavy reinforcing rim 
for longer service life 


Extra 
Hi-Strength 
handles 

—greater 
—greater safety and 
omy longer 
service 
Uniform heavy 
wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


Superior quality 
forged body- 
—precision machined 
—accurate tolerances 





VER-TITE Couplings give you a quick, tight connection 
every time—under every condition. They make your de- 


liveries fast... safe. . 


. dependable. And because they are 


made of tough, durable bronze, they give you more coupling 
service—less coupling cost. 

It pays to get EVER-TITE quality—the top value in quick 
couplings. Ask your distributor now. 


EVER-TITE COUPLING CO. INC. 254 WEST 3 STREET, NEW YORK 1, N.Y. 


April 7, 1954 * NATIONAL PETROLEUM NEWS 





NOLSOG © WY¥OA MIN © JBVBOWILIVEG 


powponpouny gy ghboz penny boyy 


“ONT “ANVAWO9 TW3S 3 HOD NMOUD 


WD WoL 


AYUM ‘S|!PJeP |]Ny 405 GAyDUeSesday sajpog UMOID AUD ysV 
*y40M 4NO yo sajduins NOA MoYs sn 427 

"eases AydnsBoyyr] 10/02 jjny pun uBbiseg jeqn7] eje;dwo5 
"u0l22j01d ajqnyDeIqGUN 10} punWwep 
apjndod yeeyw ‘esn pup aioys ‘Ang 04 ssowioysn> 105 yus!UeAUO? 


“LIdOad NOA “GWITD SITVS 


* OQGNVTAaIO OoOgoVIIHDSD 


ysow yonpoid 4noA saynow (sezis yusseyip jo AjiuiDy 40) OzIs 149A0 
-JDYM es00Y> “sud{jDH Oo; syuId-s9j1DNb — ajqnjIDAD sezis [Vy 
"SIQUIDJUOD BAYs ,,4,, UMOID 
Buijjes-pupy 04 eBunyp? bd 10) Mou oul] “paIsEp oq O} 40] PD S@AD2| 
#1 Spappunjys mou s,Appoy Aq yous aun seounYyD ~AjejnD; ep 
-yond jyueseid unod jo main ,,2Ae S,s9WI04SN2,, D UBxDy NOA BAD 


‘Ll AN@ ** Ll AOd HOVIA** LONAGOUd ANOA IIS SAIWOLSNI JAOW 





ViHdTIQviltuHd 


bo 
al 
an 
~~ 
~w 
= 
n 
x 
yn 
s 
- 
Zz 
= 
2 
~ 
= 
° 
x 
- 
~ 
a 
“4 
< 
Zz 
=) 
& 
< 
Z. 





THE INDUSTRY 





Future Oil Picture Looks Strong 


Oil demand continues strong. 
It is not likely to be affected much 
by the anticipated moderate de- 
cline in business in general dur- 
ing 1954. 

For that matter, the over-all 
business picture is not nearly as 
gloomy as some are painting it. 
The plus signs far outnumber 
the minus ones. 


But the oil industry has problems 
which need solving. Problems that in 
the words of Roland V. Rodman, 
president of Anderson-Prichard Oil 
Corp., contain the “seed of our own 
destruction.” 

Commerce Secretary Sinclair Weeks 
and Mr. Rodman expressed these 
opinions before some 1,000 oil men 
attending the Western Petroleum Re- 
finers Assn.’s annual meeting in San 
Antonio, Tex., last week. 

Secretary Weeks struck hard at the 
gloomy reports of how business will 
suffer from the switch to a peace 
economy. 

He noted that the oil industry will 
spend $2.9 million for new plants and 
equipment in 1954, up 4% from 1953. 
Also, he said refiners had capital ex- 
penditures of about $15 billion in the 
eight years ended in 1953, while 
“additional amount was spent by com- 
panies engaged solely in crude oil 
production and in marketing of petro- 
leum products.” 

Both Secretary Weeks and Mr. Rod- 
man pointed out that the increase in 
motor vehicles should continue. Com- 
merce economists estimate that by 
1960 there will be 64 million vehicles 
using 50 billion gal. of gasoline, com- 
pared to 55 million using 43 billion 
gal. last year. 

Mr. Rodman also sees an increase 
in automobiles on the road, and there- 
fore an increase of 3 to 5% in fuel 
consumption, even if automotive out- 
put during 1954 drops 15 to 20%. 

As for other petroleum products, 
demand should continue to grow for 
most, especially with population grow- 
ing at the rate of 2.7 million annual- 
ly, Secretary Weeks said. 

Too Much Refining—However, de- 
spote this relatively bright outlook for 
the future, Mr. Rodman warned that 
current problems which can be laid for 
most part to excessive refining capac- 
ity are dangerous. 

“The time is ripe for a new inven- 
tory to be taken of our individual 
businesses,” he said, “We should serve 
our customers well. We should get 


new customers whenever possible. 
But the production of surpluses which 
we, as individual companies, have no 
market for is wasteful and hazardous.” 

Mr. Rodman said refiners should 
not place material in hands of persons 
who fail to recognize, “the contractual 
relationship that the distributor has 
with the supplier.” 

Another thing the refiners should 
do is establish a price relationship 
between products so that the manu- 
facture of various products from a 
barrel of crude will be dictated both 
by products demand and economics, 
Mr. Rodman believes. 

He said lack of this price relation- 
ship in the past few months has been 
partly responsible for the overproduc- 
tion of gasoline. “Failure to bring 
(other) product values into proper re- 
lationship to the value of a gallon 
means we will ever be haunted by ex- 
cessive gasoline inventories,” he cau- 
tioned. 

And as for gasoline, a “realistic 
establishment of the cost” of making 
higher octanes must be made, and 
“differentials established accordingly.” 


INDUSTRY BRIEFS 


Tax Bill to Senate—The Senate Fi- 
nance Committee will conduct hear- 
ings, April 6-23, on the MHouse- 
approved bill to revise the Internal 
Revenue Code (NPN, March 31, p. 
15). Anyone may submit written state- 
ments, but the committee will not re- 
ceive the oral testimony previously 
included in the House hearings. Com- 
mittee Chairman Eugene D. Millikin 
(R., Colo.) said the bill will probably 
reach the Senate floor sometime in 
May. 


Richfield Volume Up—The number of 
Richfield service stations, average gal- 
lonage and total gasoline volume 
through retail outlets was higher in 
1953 than any previous year, Richfield 
Oil Corp. says in its annual report. 
December, 1953, was the 67th con- 
secutive month that domestic gasoline 
sales showed a gain over the same 
month of the previous year. 


TBA Sales Increase—Mid-Continent 
Petroleum posted a 27% TBA sales 
increase in 1953, according to the an- 
nual report. Added to a 33% rise in 
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1953, this makes a total boost of 70% 
over the past two years. Increases of 
7.5% in gasoline production and 4% 
in gasoline sales were recorded over 
1952. 


Jobber Changes Suppliers—Puritan 
Oil Co. is beginning distribution of 
Frontier Refining Co. products in 
South Dakota this month, through 32 
bulk and retail outlets. Puritan has its 
headquarters in Rapid City, S. D. and 
formerly handled Pure Oil products. 
This is Frontier’s biggest expansion in 
South Dakota, where it has had only a 
few outlets. 


Kentucky Passes Oil Bills—The Ken- 
tucky Legislature has passed bills 
which will: exempt oil company com- 
mission agents from state motor car- 
rier regulatory law—require out-of- 
state trucks to pay a state gasoline tax 
on fuel used in Kentucky—extend 
time for filing tax refund claims for 
gasoline used on farms from 120 to 
180 days—prohibit the use of any 
manifold, pump, meter or hose for de- 
livery of both gasoline and kerosine on 
the same trip. 
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Your West Coast 
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DORWARD & SONS CO. 
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On the 

outdoor power 
tool and 
outboard motor 
trend now 
sweeping 

the country, 
suburban 
stations 


can build... 





How to Turn ‘Easy Living’ into Cash— 


In the spring, a suburbanite’s fancy turns to boating and puttering 
—and this week Warren Terrill is starting to cash in. 

This Long Island service station dealer has used the fast-growing 
popularity of power tools and outboard motors to build a four-way 


profit maker: 

—Gasoline and lube oil sales 

—Repair work 

—Sales of outboard motors, 
power lawn mowers, etc., and 
boating accessories 

—New regular auto service 
customers through the sales con- 
tacts established 

Each year, these little power plants 
chug their way through millions of 
gallons of gasoline and lubricating oil. 
In the post-war years, the market has 
expanded beyond all expectations. De- 
mand for outboards alone has grown 


so rapidly that manufacturers have 
been hard-pressed to meet it. 

In the contest for this. market, the 
service station has three strong advan- 
tages: convenience, ready supply ef 
gasoline and lube oils and servicing 
know-how. 

Service Facilities Needed—Service 
has become a major problem, with 
more than 4 million outboard motors, 
6 million power mowers and thou- 
sands of other oil-powered tools in 
use. 


Electrical Merchandising, a Mc- 


Graw-Hill magazine, has estimated the 
theoretical life of a power mower at 
15 years. But the actual life has been 
cut to half that figure, largely because 
of improper servicing. 

In the rapidly expanding industry, 
which saw sales of power mowers 
alone leap from 50,000 in 1941 to well 
over a million a year following World 
War II, service facilities have been 
left behind. A large share of the an- 
nual sales volume goes through hard- 
ware and department stores that do 
not offer service. 

Special Outboard Oils—Recogniz- 
ing the importance of the market, most 
major oil companies now market spe- 
cial non-detergent outboard motor oils. 
These can be used in two-cycle out- 
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GASOLINE AND OIL VOLUME... 


HIGH MARKUP ON EQUIPMENT 


Go After the Power Tool Trade 


board and outdoor power tool motors, 
where oil and gasoline are mixed. 

Four-cycle engines, becoming more 
popular in the field every year, use 
ordinary motor oil. 

Most major company executives 
look with favor on exploitation of the 
outboard and power tool market, both 
for gasoline and oil sales and in the 
sales and service field. 

The only place they draw the line 
is in the case of a station in an ex- 
tremely busy location where time- 
consuming sidelines would hamper 
smooth operation. 

Some suppliers even offer power 
tools and outboard motors to their 
jobbers and dealers in their TBA pro- 
grams, as does Shell Oil Co. through 


SALES... 





PROFITABLE REPAIR BUSINESS .. . 


its TBA arrangement with Goodyear 
and Firestone. 

The service station is increasing in 
importance as the outboard and power 
tool field expands. As a Goodyear of- 
ficial puts it, “There is considerable 
activity by all suppliers generally to 
develop a broader line of merchandise 
through service station outlets.” 

He adds, however, that “sales of 
such items represent a comparatively 
small percentage of the total car and 
home accessories sales made through 
service stations.” 

Convenience Counts—Convenience 
is the key sales point. A centrally 
located residential station holds the 
best possible advantage for the dealer 
who wants to go after the business. 
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NEW CUSTOMERS FOR OTHER PRODUCTS 
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Good service facilities have a dou- 
ble benefit. Service work will fill the 
dull periods that occur regularly in 
most suburban stations not located 
near heavy traffic, and it opens the 
door to more sales through the new 
customers it brings in. 

Many dealers who offer power tool 
service report considerable increases 
in their regular customer lists, and 
sales of TBA and other products 

For the station located in a boating 
area, there is a lucrative accessories 
market. The dealer who is willing to 
carry the stock can build a good in- 
come from paints, life preservers, seat 
cushions and other boating needs. 

But there is one pronounced disad 
vantage in the program for the small 
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TRENDS 


suburban station. The increased in- 
ventory, particularly in tools, motors 
and larger accessory items, creates a 
storage problem that sometimes is im- 
possible to solve without building ad- 
ditional facilities. 

Mr. Terrill, proprietor of Terrill’s 
Service Station in King’s Park, Long 
Island—where the pictures were taken 
—has built a solid profit maker out of 
his outboard motor-power mower sales 
and service sideline. 

He entered the outboard motor 
business at his station 142 miles from 
Long Island Sound with a Johnson 
franchise in 1946. On a limited allo- 
cation basis because of the difficulty 
manufacturers have had in meeting 
the demand, Mr. Terrill has sold every 
motor he could get during his eight 
years as an outboard dealer. 

During the 1953 boating season he 
sold 20 motors, and estimates he will 
move 30 or more this season if he can 
get them. Add to that an average of 
40 to 50 cases (24 one-qt. cans) of out- 
board motor oil each season, a con- 
siderable gasoline gallonage, and you 
come up with a healthy profit. 

Boating accessories have grown into 
a strong sideline. Mr. Terrill carries as 
complete a stock as his space allows 


and can furnish immediately, or on 
short notice, “any accessory or neces- 
sity a boating fan needs or wants.” 

Power Mowers Too—The Long Is- 
land Mobilgas dealer got into the 
power lawn mower business by acci- 
dent about five years ago, because of 
the service problems of his neighbors. 

Since he does auto repair work at 
his station, customers and non-cus- 
tomers (many later became regulars) 
came to him for help when their power 
mowers broke down. 

He took the work primarily as a 
good-will gesture, but when the busi- 
ness grew, he decided to go after it in 
earnest. 

He obtained a franchise for Homko 
power mowers and has sold about 25 
each summer. 

A healthy slice of the selling price 
for a mower or outboard goes on the 
profit side of the books. The markup 
on mowers, at an average price of 
about $125, is 25%. On outboards, 
with the most popular sizes retailing at 
approximately $200, it is 32%. 

Special Service Man—At Mr. Ter- 
rill’s station service on these motors 
has become a major operation. One 
man is kept on the payroll for nothing 
but service work on outboard motors 


and mowers, and a special service de- 
partment has been set up in a corner 
of the shop. 

Future plans call for a complete 
service department separated from the 
rest of the station operation. 

Mr. Terrill has an Allen motor ana- 
lyzer, used in regular auto service 
work, which also is used in mower and 
motor service. 

As an added convenience for cus- 
tomers, Mr. Terrill has an outboard 
testing tank. It is kept full of water at 
all times and is outdoors at one side 
of the station, so outboard enthusiasts 
may use it at any time. 

If they find something wrong, the 
service department carries a complete 
line of parts. 

For mower service, Mr. Terrill has 
a convenient arrangement with his 
brother-in-law, who runs a power 
mower store in Kings Park. Mr. Ter- 
rill performs all motor repair work, 
and his brother-in-law, Henry Gehres, 
does all sharpening and other work on 
the tools. 

Repair work is not confined to out- 
board motors and power mowers. 
Service is offered on any power tool 
that can be brought to the station. 

He Advertises— Mr. Terrill has 
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100 BARRELS 
of better public understanding 


“By-the-barrel” is an unusual way 
to measure public relations. But we 
think it’s appropriate in the case of 
the Du Pont Magic Barrel presen- 
tation. 

So far 100 of these intriguing 
demonstrations have been put to 
work in the public relations pro- 
grams of numerous oil companies 
and by the OIIC. 

The Magic Barrel was developed 
by the Du Pont Petroleum Chemi- 
cais Division to help the oil industry 
explain the tremendous and grow- 
ing importance of petroleum to our 
national economy. 

The 100 barrels now in use have 
been featured in more than 1000 
public presentations and in 29 TV 
shows to an estimated total audi- 
ence of around 5 million people. Its 
reception by the general public has 
been overwhelmingly favorable. 











Du Pont Aviation Mix 
Now Available with Lower 
Blue Dye Concentration 


Color specifications for military avia- 
tion gasoline have recently been re- 
vised. To make it easier for refiners 
to meet the new color standards, 
Du Pont Tetraethyl Lead Compound 
— Aviation Mix — is now being made 
with a lower concentration of blue dye. 

In the new Aviation Mix, the dye 
concentration is sufficient so that there 
is no need for suppliers of military avia- 
tion gasoline to add additional Oil Blue 
A when a minimum of 4 cc. of TEL 
is used per gallon of gasoline. In this 
proportion, the new mix provides a 
safety margin of 4% above the mini- 
mum color specifications. And when 
4.6 cc. of the mix per gallon of gaso- 
line are added, the margin of safety is 
increased to 20%. 

Until recently, color standards fur- 
nished to refiners were solutions of oil 
soluble dyes in iso-octane, and were 
subject to fading on exposure to sun- 
light. New color standards, with im- 
proved light stability, have been de- 
veloped through the cooperative effort 
of the U. S. Air Force and the Du Pont 
Petroleum Chemicals Division. 


ADVERTISEMENT —Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (Inc.) 





Du Pont Marketing Services 
Tailored to Fit 
YOUR OWN Promotions 


Du Pont’s Petroleum Chemicals Division has developed a wide range of 
marketing aids and services to meet the needs of the petroleum industry. 

Here are some of the ideas which are helping many oil companies get extra 
mileage out of their present programs: 





Enhancing the selling power of your own brand name is the 
over-all objective of the Du Pont marketing services program. 


Suppose, for example, you have built 
up a reputation for the heavy-duty, 
long-lasting features of your motor oil. 
You have done such a good job of sell- 
ing the motoring public on these quali- 
ties that they tend to minimize the 
need for frequent oil changes. 

How can your dealers sell the need 
for oil change at regular intervals — 
without detracting from the quality 
features of your motor oil? 


“_ .. dirtied to death” 


To help you overcome this problem, 
Du Pont developed a visual aid pre- 








These standards will assist refiners 
in meeting the new color specifications 
and may be obtained by following the 
procedures outlined in specification 
MIL-F-5572. 





sentation which can be used at meet- 
ings to give dealers just the informa- 
tion they need. Its theme is: “Good oil 
seldom wears out... but it can be- 
come dirtied to death.” 


Your Greatest Asset 

To help you capitalize the selling 
power of your name, the Du Pont 
Brand Name Program (suitable for 
larger oil companies) has provided an 
other unique visual aid presentation. 
Specially designed to fit individual gas 
oline quality features and company 
marketing problems, it has proved use 
ful for building dealer loyalty and sup- 
plying information that helps sell. 


Demonstrate On-the-road Performance 


Where could you find a more convine- 
ing tool for demonstrating how your 
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Marketing Services 


products perform on the road than with 
a specially equipped and instrumented 
test car? 

Several of the cars in the Du Pont 
Fuel Test Fleet can be made available 
to you for this purpose—on a special 
arrangement basis. These cars are an 
ideal aid in contacting large fleet cus- 
tomers. And when equipped with 
Du Pont supplied portable chassis dy- 
namometers, the cars are useful for 
dealer meeting demonstrations. 


i 


Use of the Du Pont fleet of road test cars offers 
a unique and convincing approach to selling 
big fleet customers. 


When the Customer Complains... 


Your dealers need a ready, salesman- 
like answer whenever they get a cus- 
tomer complaint about knock, poor 
mileage, poor starting, etc. 


Whatever your merchandising program, its 
success generally depends on your dealers. The 
majority of Du Pont marketing services are, 
therefore, designed to help you sharpen dealer 
sales techniques. 


To help them handle such situations, 
Du Pont has prepared folders that 


E. 1. DU PONT DE NEMOURS & COMPANY (INC.) 


Petroleum Chemicals Division . 





Wilmington 98, Delaware 


New District Manager Named 


With expanding operations in the 
Du Pont Petroleum Chemicals Divi- 
sion’s Eastern Region, a district office 
has been created in Pittsburgh. 

Afton D. Puckett, who has been serv- 
ing the Pittsburgh area as a sales-serv- 
ice representative for the past two 
years, ce been named manager of the 
Pittsburgh district. 

Previous to his first assignment in 
the Western Pennsylvania area, Mr. 
Puckett was coordinator of operations 
of the five district laboratories of the 
Du Pont Petroleum Chemicals Divi- 
sion. In this capacity, he also super- 
vised technical work connected with 
the quarterly Motor Gasoline Survey. 

Mr. Puckett joined the Du Pont 
Company in 1947. He was at that time 
put in charge of studies on antiknock 
properties of motor fuels at the Du Pont 
Combustion Engineering Laboratory. 
After receiving a chemical engineering 
degree from Oklahoma A & M College 
in 1936, he became an engineer for the 
Tide Water Associated Oil Company. 
From 1941 to 1946 he served as fuels 
chemist and petroleum engineer with 





AFTON D. PUCKETT 


the National Bureau of Standards. He 
then worked on diesel fuel problems 
at the U. S. Bureau of Mines Petroleum 
Experiment Station at Bartlesville, 
Oklahoma. 

Mr. Puckett is the author of several 
technical papers on combustion char- 
acteristics of motor and diesel fuels. 

















answer the most common customer 
complaints. Illustrated with cartoons, 
these pocket-size folders are written in 
a direct style, easy to understand and 
to remember. 


Get the Facts 


A wealth of information on how your 
customers buy has been made available 
to you through Du Pont. 

The Du Pont Consumer Gasoline 
Buying Habits Survey—based on thou- 
sands of interviews and service station 
observations throughout the country— 
documents the motoring public’s hab- 
its and preferences in buying gasoline, 
motor oil and TBA products. Dealer 
services are covered, too. This informa- 
tion has proved a valuable aid in plan- 
ning advertising and merchandising 
programs. 





Broad Program 


These are only a few of the many help- 
ful marketing services furnished by 
Du Pont. The others include a movie 
lending library of films of significance 
to the petroleum industry, a quarterly 
nationwide survey of competitive oc- 
tane ratings, a speaker service for 
dealer meetings and various oil indus- 
try public relations aids. 

If you are not taking full advantage 
of these services, be sure to contact a 
Du Pont Petroleum Chemicals Division 
representative or one of the regional 
offices for details. 





| 
| 
| 
| 
| 


| Ste y ee 
|| Better Things for Better Living 
. .. through Chemistry 


Petroleum Chemicals 


NEW YORK, N. Y.—1270 Ave. of the Americas 
Regional ( CHICAGO, ILL.—8 So. Michigan Bivd. 
Offices: < TULSA, OKLA.—1811 So. Baltimore Avenue 
5 } HOUSTON, TEXAS—705 Bank of Commerce Bldg. 
LOS ANGELES, CALIF.—612 So. Flower St. 


Phone COlumbus 5-3620 
Phone RAndolph 6-8630 
Phone Tulsa 5-5578 
Phone PReston 2857 
Phone MAdison 1691 


IN CANADA: Canadian Industries Limited — Toronto, Ont.— Montreal, Que.— Calgary, Alta 
OTHER COUNTRIES: Petroleum Chemicals Export—Nemours Bidg., 6539—Wilmington 98, Del 


ADVERTISEMENT —Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 
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conducted a vigorous advertising pro- 
gram for his sideline, on the theory 
that without advertising it takes sev- 
eral years to become known. Even 
with his advertising program, he says 
it took him about three years to be- 
come firmly established. 

But it paid off. He estimates his 
mower and motor business has grown 
30% since he took on the mower line. 

New Customers—Despite the profit 
in the Mower-outboard lines, however, 
Mr. Terrill says his main advantage in 
the program has been in the additional 
regular business it has brought into 
the station. 

Persons from the neighborhood 
(and from miles away as his station 
became known) who stopped in for 
mower repair or outboard oil became 
regular customers. For instance: 

—One man who had all his auto 

ervicing done at a garage bought an 
utboard motor. Soon his car was in 
errill’s shop at regular intervals for 
isoline, lubrication and other serv- 
es, 

—Others who came for boating ac- 
cessories or power tool repairs went 
away with tires, gasoline and other 
products from his regular service sta- 
tion line. 


API Oil Classification 
Gaining Recognition 

The oil industry is having success 
with its new motor oil service classifi- 
cations and designations program. 
German and South African technical 
organizations have requested permis- 
sion to reproduce the system abroad. 

Greater reception of the system and 
its oil change recommendations also 
is evident in this country. Chrysler 
Corp. has prepared a film, The Engine 
Oil Story, part of which describes the 
API system. 

Chrysler also has published a book- 
let as a companion piece to its film. 
Both of them are made available to 
Chrysler dealers throughout _ the 
country. 

As another step toward customer 
education and lube sales promotion, 
some consideration is being given to 
an industry advertising campaign 
plugging the slogan, “Lubricate for 
Safety Every 1,000 Miles.” 

Much of the API Lubrication Com- 
mittee’s educational and sales promo- 
tional planning has been under the 
guidance of George Rounds, Socony- 
Vacuum Oil Co., as chairman of the 
education subcommittee. 

Mr. Rounds will retire soon from 


his company, but will continue in a 
consulting capacity with the API com- 
mittee to carry forward the over-all 
educational program. 


... in brief 


Oil Trucks Set Record—Tank trucks 
hauled a record 49,891,784 tons of 
liquid oil products in 1953. This total, 
for both common and contract car- 
riers, was a 7.5% increase from 1952, 
according to the American Trucking 
Assns. 


Canadian Oil Breaks Record—Cana- 
dian Oil Companies, Ltd. set an all- 
time record with sales of $56,248,922 
in 1953. This was an increase of 14% 
from 1952. Volume in 1953 was 
260,440,415 gal., up 28% from 1952. 
The company said a large part of the 
gain was in fuel oil and refinery 
gases, and was due to increased avail- 
ability at the Sarnia, Ont., refinery 
which was on stream a full year in 
1953, as against only a partial year 
in 1952. The net profit in 1953 was 
20.9% higher than in 1952. 





See this new 


DOUBLE-ACTION 
TRANSFER 


OKHEIM 
PUMPS 

















BETTER DESIGNED...BETTER BUILT! 


One look at this new improved Tokheim pump, and you'll say 
“THIS IS IT!” A remarkable diaphragm-type barrel pump— 
delivering up to 20 gallons a minute in a steady flow on back 
and forward strokes. And with a few changes in parts, you can 
convert it to ’most any use—from pipe lines to drums, or under- 
ground tanks, with hose or spout outlets. There are 22 different 
models and many fine, new features. With shaft, valves, valve 
plates and springs of stainless steel, and a molded diaphragm 
of tough synthetic material, this pump will really take a beating 
—a million gallons without failure by actual test. Other internal 
surfaces are Permolited against corrosion. No parts to leak, 
stick, freeze or jam. See the new Tokheim today! 


Call your Tokheim representative, or write the factory for literature. 


General Products Division 


TOKHEIM CORPORATION 


Designers and Builders of Superior Equipment 


FORT WAYNE 1 


Since 1901 


INDIANA 


Factory Branch: 1309 Hewerd Street, Sen Francisco 3, California 
Canadian Distributor: H. Reeder, 205 Yonge Street, Toronto, Ont. 


April 7, 1954 * NATIONAL PETROLEUM NEWS 





wwe e ae we 


BSR 


—+—+—+}- 


oe es 


e$-9- 9-4-4444 


neanana aba 
: 





FUEL OIL 








ADVERTISEMENTS are ready for newspapers in jobbers’ hometowns 


Illinois Ad Campaign Under Way 


In towns and cities throughout 
Illinois, Independent oil jobbers 
are launching a new co-operative 
advertising and public relations 
program aimed at convincing 
home owners that fuel oil is the 
best heat for them. 

Sponsored and paid for by the 
Illinois Petroleum Marketers Assn., 
the new campaign was unveiled at 
the IPMA’s annual convention in Chi- 
cago last month. 

The program is being watched close- 
ly by jobbers in Iowa, Missouri, Min- 
nesota, Wisconsin and Indiana with 
strong indications that similar cam- 
paigns may be adopted in some of 
those states. 

Designed to combat the inroads of 
natural gas, without mentioning that 
product, the campaign features the 
slogan “Nothing Compares with Oil 
Heat.” 

The various newspaper advertise- 
ments, direct mail pieces and folders, 
stress the points that fuel oil is auto- 
matic, healthful, comfortable, depend- 
able, safe, eliminates “first cost dan- 
ger,” and is still the lowest cost auto- 
matic heat. 

To draw up the ads, the Illinois 


26 


association employed the Mottram Ad- 
vertising Co. of Milwaukee, which 
has specialized in fuel oil advertising 
for many years. 

What They Get—Members of the 
Illinois association, either individually 
or by groups in specific marketing 
areas, are provided with these services: 

1. They may purchase through the 
Mottram agency ad-mats at a nominal 
cost. Their own names, addresses and 
telephone numbers may be added for 
insertion in the local newspaper. Cost 
of the mats ranges from 50¢ to $1.25 
apiece with a 10% discount for orders 
of $10 or more. They may choose 
the mats from 31 prepared advertise- 
ments, ranging in size from three- 
column, 10-inch to four-column, 12- 
inch. . 

2. They may purchase mats contain- 
ing Only illustration material and pre- 
pare the remainder of the ad them- 
selves. 

3. If they desire, they may revise 
the prepared copy to suit their in- 
dividual needs and to fit local condi- 
tions without purchasing any mats. 

4. The Mottram agency will pre- 
pare, on request, a single ad, or a 
series of ads, to meet a jobber’s indi- 


vidual requirements. The cost of this 
service is based on 50¢ a column 
inch. For example, a jobber wanting 
a special 10-inch ad would pay only 
$5, plus the cost of drawings and cuts. 

What Was Wrong — Harold M. 
Mottram, president of the advertising 
agency, told the Illinois convention 
that most oil men have failed to 
recognize the “Goliath” of natural 
gas, have failed to find his weak spot 
and have been too complacent to take 
time out to understand how he oper- 
ates. 

Oil men, he said, must act in their 
own behalf “by promoting oil heat as 
the safest available fuel to the home 
owner, realty companies, the builder, 
industries, and the prospective new 
home buyers of tomorrow.” 

Mr. Mottram said that the oil i- 
dustry must take a page from its 
competitor’s book and start thinking 
in terms of hard, competitive sellin 
The aims of this campaign, he saig 
should be: 

First, to expand the oil industry’s 
present fuel oil market. 

Second, to do a good job of selling 
the public on the many advantages 
of oil heat as the finest automatic fuel. 

Third, to get ready to meet the 
challenge of natural gas whenever and 
wherever it makes its appearance. 


Northwest Oil Heat 
Digs in for Battle 


Pacific Northwest heating-oil indus- 
try leaders last week double-checked 
their defense against impending com- 
petition from natural gas. 

Immediate defensive action: New 
emphasis on customer services and 
a co-operative advertising program. 

Aim: To keep customers “sold” 
on oil heat as a preventive measure , 
against hustling natural gas. 

Concern over the threat of natural 
gas—still at least two years off—per- 
vaded the 11th annual (and largest) 
meeting of the Pacific Coast distribu- 
tion division of the Oil Heat Institute 
of America. The Federal Power Com- 
mission is conducting hearings on 
proposals to pipe natural gas into the 
Pacific Northwest from Canada and 
southwestern United States (NPN 
March 3, 1954, p. 20). 

Drive Stepping Up—The Washing- 
ton association has conducted an ex- 
tensive advertising campaign to pro- 
mote oil heat. Plans for intensifying 
that campaign and carrying out a simi- 
lar program in Oregon are in the 
works. 
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A PROVI (N. WAY 
TO BIGGER PROFIT 











In fuel oil ik there are three 


basic objectives to strive for daily: 


~ 





! 








© MAXIMUM GALLONS DELIVERED 


© MINIMUM MILES TRAVELLED 





© MINIMUM WASTE OF TRUCK 
AND DRIVER TIME 


VENTALARM Signals make it possible for you to attain 
these objectives to the ultimate degree. If you have not 
already done so, there is no sounder profit-building 
decision you can make than to equip ALL your old 


customers’ tanks with VENTALARM Signals. 





If you are already one of the several thousand fuel oil 
dealers who are using VENTALARM Signals on both new and 





old tanks, there is probably no point to your reading this. 
If, however, you are one of the many remaining fuel oil 





dealers who perhaps are only partially using VENTALARM 
Signals or not using them at all, your decision to take action 
in the next few minutes may prove to be the best-paying 
minutes you will enjoy in the next twelve months! 


Perhaps you have been hesitating about installing 
VENTALARM Signals on all your old customers’ tanks because nei a6 
you felt that the initial purchase and installation cost would FOR OLD TANKS 
be burdensome. Let us show you how for every dollar you 
spend, you will receive ten-fold return. Write to us for litera- 1. Saves driver and truck time. 
ture so that you will have the COMPLETE story. Then we'll 
be glad to trust your good judgment. Every benefit that the 
use of VENTALARM Signals offers will stand up under hard 
common sense business analysis. 4. Assures properly filled tanks. 


At our NEW ADDRESS. Ss Makes oil delivery truly 


SCULLY SIGNAL COMPANY - _— 


174 Green Street, Melrose 76, Mass. 6. Provides better means of 
Available at your _ meeting gas competition. 
regular Supply House. 


Scully Products are manufactured 
under U.S. and Foreign patents 
and patents pending. 


© 1954 SCULLY SIGNAL Co. |_|_| WHISTLING TANK FILL SIGNAL 


2. Eliminates run-outs. 


3. Eliminates repeat calls. 
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"he new remote control system with built-in standby 
hat assures delivery to all dispensers all the time 


« Dual Units—As many as eight dispensers can be piped to a 
single RCP-400—Four being served by each pump-and- 
motor side of a dual unit. 

« Selecto-Flo Control — Either group of four dispensers — or 
in an emergency all eight —can be served by each side of the 

_ RCP-400 pump. This built-in standby balances use of motors, 

| assures uninterrupted delivery during maintenance or repair. 








x Proved in Use—No untried, unfamiliar components. 

k Above Ground —For fast, inexpensive maintenance. 

« No Special Service Techniques or equipment required. 

« Simple, Inexpensive Piping Installation. 

x Inexpensive 3-Wire Electrical System. 

_ Write for the full story on the operation of the most modern 


remote control pump system yet devised. (Other models also 
| available for remote pumping of either one or two products.) 


Gilbert & Barker 
Manufacturing 
Company 

West Springfield, 
Massachusetts 
Toronto, Canada 
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In 1888 John Boyd Dunlop developed and patented the 
pneumatic tire. 


Dunlop was the initial tire maker to own its own rubber 
plantation ...over 100,000 acres. 


Tire maker to attain world wide tire distribution. 


Dunlop developed the first low pressure tire—forerunner of 
today’s cushion tire. 


Dunlop developed and made the first drop center rim. 


First 100, 200, 300 and now 394 miles per hour world’s speed 
records for tire endurance and safety made on Dunlop Tires. 


LINE UP WITH THE LEADERS 
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TRAINING 


Dealers Launch Educational Drive 


An educational program to de- 
velop better dealers and to train 
service station personnel has 
been started by Retail Gasoline 
Dealers Assn. of Michigan. 

A part of a three-point public 
relations program, the educa- 
tional phase is expected to get 
under way this fall. 


The program includes: 

e Distribution of metal emblem 
signs for display at all members 
stations. 

e Sponsorship of educational 
courses for service station operators 
and attendants. 

e Co-operative advertising aimed 
at selling the public on the idea that 
the association and members dis- 
playing the association emblem, 
stand for integrity and quality 
service. 

Metal emblem signs already have 
been distributed among association 
members. The signs remain the prop- 
erty of the association and can be re- 
called if a member fails to uphold the 
standards proclaimed by the associa- 
tion. 

Educational Approach — The asso- 
ciation, in co-operation with commit- 
tees of American Petroleum Institute, 
now is working to develop courses 
which can be offered through the 
public school system covering subjects 
which are most necessary to improve 
the business abilities of gasoline re- 
tailers. 

Courses are being outlined to cover 
service station management, including 
credits and collections, financing, cash 
control and inventory, record keeping, 
personnel, administration, employe re- 
lations, business law, insurance, real 
estate, merchandising, advertising and 
display, maintenance, housekeeping, 
public relations. 

Sales management and salesmanship 
courses are also planned. 

The Michigan group plans to adopt 
a creed, calling for each member to 
agree to: 

—‘“Employ honesty and accuracy 
in advertising and performing all sales 
and services. 

—‘“Comply with all laws regulating 
the operation of the association. 

—‘Endeavor to expose all schemes 
to defraud the motoring public and 
aid in prosecution of those responsible, 
including suspension or expulsion of 
any member of the association found 
to be involved. 

—“Strive continually as individuals 


and through the association to improve 
the industry in order that the motoring 
public may be better served. 

—“Encourage the American system 
of free enterprise throughout the in- 
dustry and oppose all invasions of our 
rights as independent businessmen. 

—‘“Refrain from any acts that 
would bring discredit to the industry 
or the association.” 

Appropriate slogans will be phrased 
and advertising will educate the mo- 
toring public to accept their service 


station operator as a 
bassador of goodwill.” 


“friendly am- 


in brief 
Radio Ads Issued—Packets of 16 ra- 
dio spot announcements are being dis- 
tributed by the American Petroleum 
Institute for use by local fuel oil job- 
bers, service station dealers, and oil 
companies. 


Fire Protection Handbook—The 11th 
edition of the National Fire Protection 
Assn.’s Handbook of Fire Protection 
now is available. The only reference 
volume of its kind, it represents two 


low-priced 
hose reel 
operates 


Over 


1,500,000 
revolutions 
without 


losing a drop 


Jand-wound reel for rear 
box installation 
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years of work on the part of NFPA. 








Electric driven reel for side box installation 


Self-tightening seal enables it to stand 
up under toughest, heaviest work loads 


The finest hose reel ever built for fuel oil, gasoline, com- 
ressed gases and chemicals. Will never wear out. Ex- 
lenetively tested. 

No leaking, no sweating after a million revolutions at 
pressure from zero to 100 |b. per sq. in. 

A new, self-tightening seal in swing joint is the secret. This 
seal is easily, quickly replaced without breaking lines. 

Features Include light weight (85 Ib.); holds 100 ft. of 14” 
hose; swing joint with clear, uninterrupted passages; every 
part steel, malleable iron or bronze—no cast iron; rigid base, 
welded throughout; six ball bearings on every reel; all work- 
ing parts accessible; reel can be quickly unbolted. 

This hose reel is made in all sizes from 1” to 3”, for bucket 
or underslung box installation. Available with standard or 
explosion-proof electric motors, any voltage; air or hydraulic 
drives. We can equip them with automatic stop, level winder, 
friction, jaw, or electric clutches if desired. 


Delivery usually within one week. Write for prices and details. 


PHILADELPHIA VALVE COMPANY 


43413 ARAMINGO AVENUE + PHILADELPHIA 34, PA. 


Pacific Coast Distributors: 
ou —_ Equipment oe 325 Fremont Street, San Francisco 5, Calif. 
Howard Supply Co., 5125 Santa Fe Avenue, Los Angeles 11, Calif. 
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Put more money in your pocket! 


The highly successful PREST-O-LITE PROFIT PLAN 


is designed to work for you two ways: 


One—sell more batteries. 


KERMIT ZIMMERMAN P Two—make more profit per sale. 
Zimmerman’s Shell Service 

Central Avenue 

Toledo, Ohio, says... 


“Better than 65% of our —. « For full details, see your jobber or write: 


battery sales are ’ PREST-O-LITE BATTERY COMPANY, INC. 
Prest-O-Lite Hi-Level 


... With extra profit = Toledo 1, Ohio 
on every sale.”’ 
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JOBBER ESTATE PLANNING NO. 5 


Insurance Can Save Your Business 


The plan for the perpetuation, orderly transfer, or advantageous 
sale of an oil jobbing business at the death of a principal can stand or 


fall on the question of liquidity. 


Liquidity in estate planning is having sufficient cash in the right 
place to meet the economic impact the death of a principal has on a 


business. 

There are two ways to meet the 
costs of death —the gradual 
building of a cash fund through 
a savings program, or the use of 
life insurance. The first is, in 
most cases, neither certain nor 
economical because it requires 
time that may not exist. 

In the majority of situations, life 
insurance is the answer because it is 
the only financial instrument that, for 
relatively small cost, guarantees the 
delivery of substantial cash at precisely 
the time the need for this cash may be 
most urgent. 

Sound estate planning encourages 
the use of life insurance. It is, how- 
ever, exceptional to find a jobbing 
business that is adequately protected 
against death from thé standpoint of 
both the amount of the life insurance 
and its proper arrangement. 


The existence of life insurance and 
other liquid funds does not guarantee 
their availability. The way it is pur- 
chased and the beneficiary arrange- 
ments can be just as important as the 
amount of the life insurance itself. 

The location and control of liquid 
funds after death can be the determin- 
ing factor in the continuing of a busi- 
ness—or its forced sale. A few case 
histories may serve to illustrate the 
importance of life insurance and 


liquidity. 


WIFE'S DEATH PROBLEM 


Fred Newton, an old-timer, owned 
a jobbing business that was an excel- 
lent income producer. He was able to 
pay for $125,000 worth of life insur- 
ance, and accumulate $75,000 worth 
of marketable securities. He had a 


wife and two grown sons in business 
with him. Most of his life insurance 
was paid up. 

Because of the age of his policies, 
he set up the beneficiary arrangements 
to take advantage of their guaranteed 
interest rate under a settlement option 
by which the proceeds of insurance at 
his death would be used to purchase 
an annuity for his wife. If his wife 
died before a guaranteed minimum of 
20 annual installments had been paid, 
the remaining installments were to 
continue in equal shares for his sons. 
Fred figured that he had sufficient 
liquidity in his marketable securities 
to protect his business and meet the 
cost of dying. 

At first glance, this plan seemed 
fine. The policies had guaranteed an- 
nuity rates that couldn’t be duplicated 
today. In addition, the settlement op- 
tion that Fred had selected allowed the 
installments for his wife and sons to 
be accorded favorable income tax 
treatment. 

But what if Fred’s wife died first? 
The cost of his dying then would sky- 





BUILDING SOUND JOBBERSHIPS TODAY FOR A SECURE TOMORROW 


The typical jobber-distributor is a good businessman, but 


(2) Provide for the care of the jobber’s family. 


he has been shown to have little idea of the effects of estate 
planning or what will happen to his business when he dies. 
With inadequate planning, his business can be placed in 
jeopardy and his family in want. 

In offering the oil jobber a guide to his thinking in these 
matters, NATIONAL PETROLEUM News has arranged with 
the Provident Trust Co. of Philadelphia for a series of 
articles designed to examine some of these estate problems 
common to men in the oil marketing business. Provident’s 
experience with many jobbers across the country qualifies 
it as expert on such matters. 

Through a study of typical cases in the files of Provident 
Trust, we are giving examples of what may be done in 
certain instances to: 

(1) Minimize taxes. 


(3) Reduce administrative expenses. 

(4) Insure the loyalty of key employes. 

(5) Make arrangements for the perpetuation or orderly 
transfer of an oil distributing business—when properly ad- 
vised by competent estate planners in the legal and ac- 
counting fields. 

Any information derived from reading these articles, any 
recommendations received regarding estate plans from any 
source, should always be submitted to an attorney for his 
study and approval before any action is taken. 

This fifth article in the estate planning series concerns 
factors that should be considered in arranging for the 
liquidity of a business on the death of its owner. The sixth 
and final article will discuss gifts and incentives for key 
men, 
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ANNOUNCING 
ANOTHER BENNETT ‘FIRST’ 


7 
, 


Tin-Plate 
Dome Top 


AT LAST COMBINES 
BEAUTY AND STRENGTH 
—IN BENNETT'S NEW 


Utility Can 


BEST SALES BOOSTER since the invention of the pail — 


eye-appeal added to corrosion resistance — at no extra cost! 


Your customers will show quick approval of this sales-building opportunity now. Specify 

this sparkling ““Take me home’”’ utility can. Bennett’s New Utility Can with the tin- 
‘You'll find your sales of motor and fuel plate top. 

oil, kerosene and gasoline, increasing sharply Sizes .. . 2, 24%, 3 and 5 gallons. Litho- 

when you display this most eye-catching, graphed with any label, or in plain colors. 

yet most practical, container of its kind. Its 

shining, longer-lasting tin-plate top—at no 


additional cost to you—can simplify your ® 

selling. You can easily point out less ten- 

dency to rust and smarter appearance, both 

in the same tin-plating feature. ie 
So look ahead in your sales-planning, as Peotone, Illinois 


we at Bennett Industries look ahead in our 40 MILES SOUTH OF CHNCASS 
engineering and design. Take advantage of Chicago telephone: I Nterocean 8-9480 
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JOBBER ESTATE PLANNING 





rocket because the tax savings through 
the use of the marital deduction em- 
bodied in the plan of his will are only 
available if Fred’s wife survives him. 

When this was pointed out to Fred, 
he changed the beneficiary arrange- 
ments of his life insurance so that his 
present arrangement was to continue 
only in the event that his wife survived 
him. If his wife died before him, the 
$125,000 of life insurance was set up 
so as to be made available to his 
estate. 

The unusual twist to this story is 
that Fred’s wife did die first. And he 
died three weeks later. His sons and 
the trust company, as Fred’s execu- 
tors, unanimously agree that if this 
flaw in Fred’s life insurance arrange- 
ments had not been detected in time, 
the business would, in all probability, 
have had to be liquidated. 


INSURANCE TIED UP 


Bill Kelly was the owner of an oil 
business that he considered his most 
important asset. When he died he 
wanted it continued for the benefit of 
his family. Bill was sure he had more 
than enough life insurance to pay his 
debts and taxes. 


An examination of his policies 


showed that although he was carrying 


an adequate amount of insurance, 
none of it was available to meet the 
costs of dying. It was tied up so that 
the proceeds were used to purchase an 
annuity for his wife. This meant a 
forced liquidation of his business to 
meet his debts and taxes. Only a frac- 
tion of its value was realized. He 
should have made his insurance avail- 
able to his estate to protect the busi- 
ness. 


A PARTNERSHIP PITFALL 


Ed and Tom were equal partners. 
They had been friends all of their 
lives and never felt that a partnership 
agreement was necessary in their case. 
They both agreed, however, that their 
business would suffer if one of them 
died. So they each took out $50,000 in 
insurance with the “business” paying 
the premiums and being named bene- 
ficiary. They felt that this amount 
would enable the surviving partner to 
purchase the share of the first to die. 

Ed died. Did Tom get $50,000? No. 
The business got $50,000. Tom got 
$25,000, and Ed’s estate got $25,000 
and owned 50% of the cash surrender 
value in the policy still on Tom’s life. 

The business should not have paid 
the premiums nor been named the 
beneficiary. Each partner should have 
insured the life of the other partner, 
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paid the premiums and been named 
beneficiary. Because no partnership 
agreement existed that could have 
given Tom the right to buy Ed’s share 
in installments over a period of years, 
Ed’s family insisted on a liquidation 
of the business. The $25,000 and 
Tom’s promise to pay the balance was 
not acceptable to Ed’s family. 


INSURANCE BY COMPANY 


Bob Brown’s wife had died recently. 
He was the principal owner and man- 
ager of a corporation that was among 
the larger oil jobbing businesses in his 
area. The business, a very profitable 
one, was his main asset and had been 
paying dividends on its stock for a 
number of years. Because of the loss 
of his wife, he decided he should re- 
evaluate his estate plan for the per- 
petuation of his business. 

A realistic appraisal of his business 
was made with the help of his account- 
ing firm. It was determined that if Bob 
died tomorrow his estate would be 
lacking in cash approximately $150,- 
000. The loss of his wife caused this 
large increase in Bob’s federal estate 
tax. The saving through the use of the 
marital deduction was not available to 
him as a widower. 

Bob called in his insurance man 
and told him he wanted $150,000 
more of life insurance payable to his 
estate. The annual premium was $7,- 
500. Bob took a deep breath, pulled 
out his check book and started to write 
his personal check for that amount. 
The life insurance man stopped him. 
What was the purpose of the life in- 
surance? Bob’s answer was that it was 
to protect his business from forced 
liquidation so that it could be con- 
tinued for the benefit of his family 
and employes. 

How much would his business have 
to earn before taxes in order for Bob 
to have this additional $7,500 a year 
to spend on premiums? The amount 
was staggering because the $7,500 Bob 
was about to spend was dividend 
money. It had been taxed once at cor- 
porate rates and again at Bob’s in- 
dividual income tax rate. 

Since the corporation would be ad- 
versely affected by Bob’s death, it was 
decided that the corporation should 
apply for, own, pay the premiums, 
and be named the beneficiary of this 
insurance. This meant that the life 
insurance premiums would be paid 
with money that had been taxed once. 
Here’s what was done. 

A meeting of the directors of the 
corporation was held with the minutes 
of the meeting duly recorded. The sub- 
ject of the meeting was the economic 


effect on the corporation resulting 
from the death of a key man. 

It was decided that to indemnify 
the corporation partially against this 
loss, ordinary life insurance in the 
amount of $150,000 would be pur- 
chased with corporate funds. The life 
insurance after the first year would 
start showing a cash surrender value 
which would be an increasing asset of 
the company and reflected in its an- 
nual audits. 

The company’s attorney was present 
at this meeting and Bob brought up an 
important point. His estate, not the 
corporation, would be liable for his 
personal debts and death taxes. How 
would the company’s money be trans- 
ferred to his estate? Wouldn’t it be 
necessary for the corporation to de- 
clare a large dividend that would be 
subject to income taxes? There would 
then be double taxation at Bob’s death 
in the form of income taxes followed 
by death taxes on the same money. 

The attorney’s answer was that be- 
cause the bulk of Bob’s taxable estate 
was represented by his jobbing busi- 
ness, a sufficient amount of company 
stock in Bob’s estate could be re- 
deemed for cash and this cash would 
not be considered a taxable dividend. 
There is a special provision to this ef- 
fect in the Internal Revenue Code. 


Other questions—Could the life in- 
surance premiums be treated as a de- 
ductable business expense? The answer 
is, no. Would the corporation have to 
pay an income tax on the proceeds of 
the policy at Bob’s death? The answer 
is no, because it would be clearly 
established that the company was be- 
ing reasonably indemnified from the 
loss of a key man. 

There are many and varied uses to 
which life insurance can be adapted 
for protecting small business from 
floundering at the death of a key man. 
Much of the error and inadequacy 
that is found in life insurance planning 
can be attributed to its being pur- 
chased and the beneficiary arrange- 
ments made without proper considera- 
tion being given to the jobber’s de- 
sires regarding his business, as ex- 
pressed in his will and other papers 
affecting his estate plan. 

Intelligent estate planning is not 
alone the plan of the will—it is not 
alone the plan of the life insurance— 
nor would other papers which are 
activated at death, such as buy and 
sell agreements and the like, be con- 
sidered as something separate and 
apart. 

Intelligent estate planning is a com- 
posite of all of these. An estate plan, 
like a chain, is just as strong as its 
weakest link. 
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What other line offers all these features? 


*18-MONTH UNCONDITIONAL 
GUARANTEE. Unserviceable tire will 
be replaced by comparable new tire 
with full credit for the period of 
guarantee not realized. 


2. A great tire backed by a great 


manufacturer. 

. 5520 road-holding safety sipes and 
gripping edges for greater protection 
on good roads and bad. 

. Precision balance. 


. A complete line of passenger and 
truck tires, all sizes. 


. Powerful local and national advertis- 
ing to pre-sell your customers. 


. And a protected franchise that makes 
sure you keep them. 








porw Ae cas 


uncarttt Beene wat | \ 
pomnre® 


NO DOUBLE-TALK HERE! 


No hemming and hawing! No ducking the issue! We guarantee* 

to immediately REPLACE any Norwalk tire damaged by ANY 

type of road hazard! Regardless of mileage! And notice we say 

REPLACE — not merely repair. It’s all spelled out in print — 
>. 6 


and none of it’s “fine”. The most unusual tire guarantee in the 
industry! 


Your customer can drive thousands of miles in the first three 
months — and, if damage occurs — get a brand new Norwalk 
tire . . . for only 1/6th its original cost! 


Norwalk’s guarantee builds the 
customer confidence and satisfac- 
tion that means greater sales for 
you. Write today for details. Arm- 
strong-Norwalk Rubber Company, 
Norwalk, Connecticut. 


COMPARE 
THE GUARANTEE! 


RWALK=” THR 


Plants at Norwalk and West Haven, Conn., Natchez, Miss. and Des Moines, lowa 
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o the Employee Relations Director 


of every American company 
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LET’S FACE IT. . . the threat of war and 
the atom bomb has become a real part 
of our life—and will be with us for 
years. Fires, tornadoes and other dis- 
asters, too, may strike without warning. 


The very lives of your employees 
are at stake. Yours is a grave responsi- 
bility. Consider what may happen. 


When the emergency comes, every- 
body’s going to need help at the same 
time. It may be hours before outside 
aid reaches you. The best chance of 
survival for your workers—and the 
fastest way to get back into production 
—is to know what to do and be ready 
to do it. To be unprepared is to gamble 
with human lives. Disaster may hap- 
pen TOMORROW. Insist that these 
simple precautions are taken TODAY: 


[ ] Call your local Civil Defense Direc- 
tor. He’ll help you set up a plan for 
your offices and plant—a plan that’s 
safer, because it’s entirely integrated 


with community Civil Defense action. 


[|] Check contents and locations of 
first-aid kits. Be sure they’re ade- 
quate and up to date. Here again, your 
CD Director can help—with advice on 
supplies needed for injuries due to 
blast, radiation, etc. 


[_] Encourage personnel to attend Red 
Cross First Aid Training Courses. 


[|] Encourage your staff and your com- 
munity to have their homes prepared. 
Run ads in your plant paper, in local 
newspapers, over TV and radio, on 
bulletin boards. Your CD Director can 
show you ads that you can sponsor 
locally. Set the standard of prepared- 
ness in your plant city. There’s no 
better way of building prestige and 
good employee relations—and no 
greater way of helping America. 


Act now ... check off these four simple 
points ... before it’s too late, 


mn 
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A good day’s work indeed! ...and that amazing 
figure represents the number of barrels of liquid 
petroleum Cities Service refined every single day in 
1952... a total of 86,735,000 barrels! In that same 
year, the entire American petroleum industry pro- 
duced 54.3 percent of all the crude oil produced in 
the world! 


Obviously, the aggressive American petroleum in- 
dustry is maintaining world leadership in this vital 
field and Cities Service, with its vast production, is 
an important contributing member of this great 


petroleum family. 


We in the United States represent the largest users 
of petroleum products in the world but even more 
important is our position today as leaders of the 
free world. Only our great strength can assure that 
our world will stay free...and one of the most 
important segments of our freedom arsenal is the 
petroleum industry. Cities Service, one of the largest 
petroleum companies in the world, will continue to 
work toward finding new and better ways to serve 
the U.S. consumer . . . new and better ways to serve 


the cause of world freedom. 


CITIES 


SERVICE 
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_ ANOTHER IMPORTANT CONTRIBUTION TO PETROLEUM PROGRESS 


ff 
ps 





NATIONAL PETROLEUM NEWS * April 7, 1954 





A New Catalytic Refining Process 
to Purify Petroleum Distillates 


Universal Oil Products Company is pleased to announce that 

the UNIFINING process is now available to the petroleum refining industry, and 
a refiner may secure the benefits of the combined techniques and patent 

rights of both Universal Oil Products Company and Union Oil Company 


of California through a single licensing arrangement. 


The process uses a cobalt-molybdenum type catalyst to react hydrogen with 
petroleum distillates, saturating the olefinic hydrocarbons and removing 


sulfur, nitrogen, oxygen, and other impurities to the degree desired by the refiner. 


Excess hydrogen from a UOP Platformer provides an excellent and 


economical source of hydrogen for the Unifining unit. 


Unifining is particularly advantageous for pretreating certain 

types of feed stocks prior to processing in a UOP Platformer. By using 
Unifining in combination with a Platforming unit, the 

refiner will find that engineering advantages accrue which will 


be reflected in lower costs to him. 


UNIVERSAL OIL PRODUCTS COMPANY 


General Offices: 30 ALGONQUIN ROAD, DES PLAINES, ILL., U.S.A. 


oP Loborotories: RIVERSIDE, ILLINOIS 
® 


Universal Service Protects Your Investment 
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PUBLIC RELATIONS 


HERBERT WILLETTS 


A truly significant service 


What Better Gasoline Means to Jobbers 


Oil companies will go on improving gasoline even faster 
than in the past . . . and improvements will come both in 
octane numbers and other performance characteristics, 
says Herbert Willetts, vice president in charge of domestic 
marketing for Socony-Vacuum Oil Co. 

These gasoline developments will have an important 
effect on oil jobbers, said Mr. Willetts, speaking to the 
Ohio Petroleum Marketers Assn. in Columbus, last month. 

He thinks there is great danger that customers won't 
understand they will get more for their money, even 
though the price per gallon might increase. And he be- 
lieves it’s important for jobbers to know their supplier's 
plans, what to teach dealers, and how to explain a possible 


increase in cost. 


Here is a partial text of what Mr. Willetts said. 


Through the catalytic reforming 
process, even the lowest base stocks 
can be transformed into gasoline of 
a quality even better than present 
premium-grade. It is a wonderful 
process, but it should be recognized 
that it marks a new era of economics 
in gasoline manufacture. 

The point has been reached in the 
competitive struggle for additional 
octane numbers where substantial ex- 
pansion of this type of equipment is 
essential. Whereas catalytic cracking 
increases both the quality and the yield 
of gasoline from each barrel of crude, 
it achieves only one thing—quality 
improvement in gasoline. That’s one 
big reason why gasolines of the future 
are likely to cost more per gallon. 


What Delays Improvements 


The outlook for future gasoline 
quality is necessarily related closely to 
what is happening and what is likely 
to happen in another competitive in- 
dustry—the automobile industry. 

Drivers want better performance, 
better mileage, more automatic fea- 
tures in their automobiles. And they 
are getting these things—with higher 
compression engines, autonyatic trans- 
missions, automatic chokes and new- 
type carburetors. 

At the same time they are getting 
engines that develop greater internal 
pressures and higher temperatures, 
that are more subject to knock and 
preignition, and to stalls resulting 
from carburetor icing. 

These are new problems which the 
gasoline and motor oils of the future 
must solve, along with some of the 
old problems such as cold weather 
starting, vapor lock and spark plug 
fouling. 

But the American consumer, when 
he hears of gasolines and engines of 
the future, may wonder why every 


development being studied in the labo- 
ratories isn’t available today. 

Part of the job we have is to help 
him understand that these develop- 
ments must come gradually, that the 
potential advantages to him will be ob- 
tained only as fuel quality and engine 
design move ahead together. 

If fuel quality should get ahead of 
engine development, the car owner 
would have to pay for unneeded qual- 
ity that would give him no benefit. On 
the other hand, if compression ratios 
should be increased too rapidly, the 
car owner would not be able to obtain 
enough of the kind of fuel needed. 


What Jobbers Should Do 


All in all, the outlook for the future, 
like the record of the past, gives rea- 
son for those of us in the oil business 
to feel that we have performed and 
will continue to perform a truly sig- 
nificant economic service. But that 
won't help us if the public gets a 
cockeyed story on gasoline prices, or 
thinks that we are plotting to hold 
back developments. 

As ir. any public impression, we will 
be better off if the straight story gets 
told first. If we wait until after in- 
accurate conclusions are formed, we 
will have the double job of erasing the 
wrong idea and establishing the right 
one. Another point to keep in mind 
is that we in marketing, whether in 
integrated companies, or jobbers or 
dealers, make by far the greatest num- 
ber of contacts with the public. We 
are in a better position than anyone 
else in the oil business to keep the 
public properly informed. 

So follow closely these develop- 
ments in engines, gasolines and lubri- 
cants—it will help you as a buyer, as 
a seller of oil products, and as an im- 
portant member of the oil industry. 

Looking into the future, two things 
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__ PON A SQUARE PEG 


il IN A ROUND HOLE! 
bea | yee Malet poleiot Zo Fit’ 
yew made! 


Are you tired of being forced to sell tires at 
low NO PROFIT prices, following manufacturer’s 
national pattern? Are you weary of the starvation 
profits as the result of nationally advertised forced low prices? 
You’ve probably built a fine local reputation — you understand 
your local market — you know what sales methods will 
produce greatest profits for you. Your business isn’t 
national — it’s local. You don’t need a tire manufacturer 
to give you a well rounded “NATIONAL PROGRAM” — 
instead you need an honest program that permits 
you to run your own business, so that you will be the “BOSS” 
in setting a sales program that will bring you more sales and 
more profits in your own tire business. AND THAT’S JUST 
WHAT THE CORDUROY JOBBER PLAN OFFERS YOU! 


YOU'LL MAKE MORE SALES AND 
BIGGER PROFITS WITH CORDUROY 


CORDUROY furnishes top quality tires and tubes at rock bottom job- 
ber cost and we permit our customers to set their own re-sale price. 
You don’t have to meet low quality —low profit competition. Instead 
you can set the competitive pace in your own trading area—and 
you'll still sell more tires and make more money when you sell 
CORDUROYS. 


AND HERE’S HOW IT’S DONE— CORDUROY handles all transac- 
tions direct with you—direct from our factory. There’s no middle 
man’s profit to absorb — no warehouse expense — no branches to sup- 
port. Instead, you get the finest quality tires and tubes at low jobber 
prices regardless of how many tires and tubes you order (even on 


















small orders) and you get direct factory service —no delays —no red DONT BE A SQUARE 
tape. We pre-sell the motorist in your district through strong consist- 

ent national advertising which features you the independent merchant 

—your local reputation—fine quality —liberal written guarantee. PEG IN A ROU ND 
We do not stress low price — also we furnish additional merchandising HOLE «ee write for 
aids and sales plans that will produce results for you. BUT we keep 9 

our hands off your business— you are always the “BOSS.” CORDUROY’S new 
And please remember, CORDUROYS are America’s finest replacement introductory inspection 
i en a PPodig gh maps 
craftsmanship is backed by 34 years of successful tire manufacturing, sale — write Tor - aus 
therefore, each Corduroy tire carries a clearly written liberal double today ... your territory 
guarantee covering road hazards as well as lifetime guarantee of work- 

manship and materials. ay be CPen. 











HIGHEST FINANCIAL COMMERCIAL RATING SINCE 1919 


RUBBER COMPANY 
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Here Comes 


/ DS, ~ Sinclair's Greatest 
Gasoline Campaign! 


To be announced April 20 


Last year when Sinclair launched its sensational new gasoline, 
POWER-X sales zoomed 19% in just 9 months. THIS YEAR, 
SINCLAIR’S POWER-X CAMPAIGN PACKS EVEN GREATER PUNCH! 








On April 20 you'll see the start of Sinclair’s gigantic advertising 
campaign in hundreds of newspapers and on widespread 

: radio and TV schedules. And you'll see lots of brand-new 
customer-pulling point-of-sale material at Sinclair stations. 


Why not find out how you can get in on this sales-building 
campaign? For full details, phone your local Sinclair representative 
or write Sinclair Refining Company, 600 Fifth Avenue, 

New York 20, New York. 


-SINCLAIR 


Ask about the Sinclair TBA Franchise featurin g 
Good year — the greatest name in rubber! 
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PUBLIC RELATIONS 


appear almost certain. The quality of 
gasoline will continue to improve. And 
gasoline will be an even better value 
than in the past. 

You as a jobber are affected in three 
ways—as a buyer of oil products from 
your supplier, as a seller to your deal- 
ers and other customers, and as a 
member of the oil industry. 

As a buyer, your bread and butter 
is closely tied to the quality of the 
products you handle, and quality char- 
acteristics may be even more signifi- 
cant in the future than they have been 
in the past. Also important to you are 
your supplier’s plans for training, 
merchandising aids, technical assist- 
ance—to help you do the best possible 
selling job in this competitive industry. 

As a seller, you will find it to your 
advantage to keep abreast of the 
economic, technical and sales aspects 
of improvements in automobile en- 
gines, gasoline and lubricants. 

It is not enough for you, as jobbers 
and distributors, to understand these 
developments yourself. Your dealers 
must also be well-informed. They will 
not be able to do the job they should 
for their customers unless you are able 
to pass on to them the know-how and 
the know-why of improved gasoline 
and motor oil. 

You will be working under a handi- 
cap in the sales battles of the future 
unless you and your dealers are at 
least as well informed as your com- 
petitors. 

As an oil industry member, you 
should want to do your part to make 
sure that the industry gets the credit 
it deserves for what it does under 
the competitive enterprise system in 
giving automobile owners ever-better 
values. 

The values we offer are going to be 
better than ever in the future. In a 
paper presented before the Society of 
Automotive Engineers in Detroit, Wil- 
liam M. Holaday, director of Socony- 
Vacuum Laboratories, recently esti- 
mated: 

“. . . gasoline and automobile de- 
velopments already in sight can save 
American motorists nearly a billion 
dollars a year in gasoline costs.” 


Threat of Public Confusion 


Yet there is a danger that the mo- 
torist will not understand this. The 
gasoline of the future, while it will 
give the motorist more miles for each 
dollar he spends on gasoline, probably 
will cost him more per gallon. And he 
has long been accustomed to thinking 
of gasoline in terms of cost per gallon. 
Unless all of us, and particularly those 
who are in direct contact with the 
motorist, help him to learn the facts 
and interpret them correctly, he may 








think he is getting stuck for a higher 
price, when actually he is being greatly 
benefited. 

Taxes—Let’s be sure, too, that the 
oil industry doesn’t get blamed for 
higher consumer prices that result 
from higher gasoline taxes. Our cus- 
tomers ought to know that the gaso- 
line tax, state and federal, in the 
United States averaged 3.8¢ a gal. in 
1930, 5.7¢ in 1940, and it now stands 
at 7.5¢. Even where we may think a 
higher gasoline tax is justifiable and 


will make badly needed highway im- 
provements possible, it is to our ad- 
vantage to have the motorist distin- 
guish between what he pays for gaso- 
line and what he pays in gasoline 
taxes. 

To provide proper fuels for the in- 
creasing numbers of higher compres- 
sion engines, oil companies will have 
to continue to put millions into re- 
search, and they'll have to make tre- 
mendous investments in refinery equip- 
ment. 





Flare mixes perfectly with 4 | Fiare Heavy Duty conforms 
to State of Minnesota law 
setting specifications. 


all fluids recommended by 
automotive manufacturers. 


2 Flare will not corrode metal, Flare helps prevent 
) vapor lock, insures maximum 


damage rubber ports, 


For Safely and Perfomance 





or form sludge or gum. performance. 
3 Flare's heavy body assures Flare is laboratory and road tested fo: 
good sealing, with no loss trouble-free performance . . . and it's 


of hydraulic pressure 


Flare Brake Fluids for better performance—easier 
sales. Fleet operators and private drivers choose 
Flare for safety’s sake. Contact your supplier today 
for Flare Brake Fluid in pint, gallon, 5-gallon and 


| Experienced servicemen and mechanics recommend 


nationally advertised for easy selling 


***Society of Automotive 
Engineers’’— the foremost 
authority for setting high, 
uniform standards of per- 
formance in the automotive 
industry. 


54-gallon containers. It’s easy to use—easy to sell! 





We Solicit Private 
Brand Accounts 
If you are interested in your 
| own private brand of chemicals, 
we shall be glad to discuss it 
with you. 
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THE BELL CO., Inc. 


411 North Wolcott Avenve 


Chicago 22, tilinois 


Bell Chemicals Ltd., 
156 Bathurst St. Toronto, Ontario, Caneda 
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Bow world-famous Auto-Lite 


The world-wide fame of Auto-Lite rests firmly on advanced engineering and precision 
manufacturing. Mechanics, dealers and distributors through 42 years have found that 
the name Auto-Lite always means quality-tested products — known and accepted 

by a huge, ready-made market . . . supported by unmatched field service, hard-hitting 
advertising and solid promotion. To boost profits, to win satisfied customers for a 


sound future ... it pays to specify Auto-Lite. 


Tune in “Suspense!” ... CBS Radio Mondays .. . CBS Television Tuesdays 




















is equ ipped with 


Only Auto-Lite gives You “Sta-ful”. . . the 
hottest Sales Leader in the business 


Across America “Suspense,” top-rated Radio 
and TV show, is telling car owners the good 
battery news, “Sta-ful” needs water only 3 
times a year in normal car use. Buyers are 
switching so fast dealers report up to 50% 


of their battery sales bring these premium 
profits. Auto-Lite gives you a complete line, 
with batteries for every need . . . and sales- 
action support to make you more profit than 
any deal in the industry. 


THE ELECTRIC AUTO-LITE COMPANY + TOLEDO 1, OHIO 





Plan Can Boost TBA Sales 


How Incentive 


A cash-and-trophy incentive 
program on TBA is paying off in 
a big way at five Tide Water As- 
sociated stations in New York. 
TBA sales at the company-oper- 
ated outlets last year jumped 
83% over 1952. The increase 
was obtained despite a city ban 
on battery and filter sales, and 
without benefit of lube bay oper- 
ations of any kind. 


The station winning the 1953 tro- 
phy came up with a TBA ratio of 
$13.30 per 1,000 gal. of gasoline, a 
figure above some company-wide aver- 
ages, but considerably below the $30 
and $40 averages common among 
conventional stations. But to reach 
even that kind of a ratio at stations 
like these takes the hardest kind of 
selling effort. The conditions under 
which all five of them must operate 
are highly unusual and include the 
following obstacles. 

The stations are such wonderfui 
g:soline locations they average better 
than a half million gallons a year 
apiece. On the Grand Central Park- 
way in Queens County, New York, the 
stations are owned by the New York 
Park Department, and operated under 
license by Tide Water Associated Oil 
Co. Their primary purpose, as orig- 
inally conceived by the Park Depart- 
ment, is to provide gasoline only, 
plus such essentials as might required 
on an emergency basis. 

The very density of traffic, explains 
sales manager F. S. Coiclough, can 
be embarrassing at times. Between the 
hours of 7:00 a.m. and 10:00 a.m., 
and again between 4:30 and 7:00 p.m. 
the station crews can do little more 
than keep the gasoline customers mov- 
ing. The number of gasoline pumps 
may not be increased, nor may any 
of the other facilities altered. They 
remain as they were when the Park 
Department built them 15 years ago. 

The TBA Roadblocks—At that time 
the stations were laid out with no 
provision for service areas. The terms 
of the Tide Water license forbid the 
sale of batteries or anything else that 
requires time to install. This means 
no rear view mirrors, no spotlights, 
no mufflers. 

No filter cartridges can be replaced, 
either, because an owner who wants 
this service can drive to some spot off 
the highway and have it done. And 
there are no lubrication facilities of 
any kind, for the same reason. So 
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PRESENTING TBA TROPHY, left to right: Walter R. Lundwall, station sales 
manager; W. W. Kerrigan, supervisor, Parkway stations; John La Sala, the winner; 


aad F. S. Colclough, N. Y. Dept., sales mégr. 


another fertile source of TBA sales 
is cut off. 

Sparkplugs may be installed because 
plug failure might cause a breakdown 
on the highway and block traffic. Tires 
and fan belts are in this class, too. 
For the rest of his TBA volume the 
station operator must do the best he 
can with windshield wiper blades, 
sealed beam lights, and other lamp 
replacements, antifreeze, radiator 
chemicals and wax and polish special- 
ties. The latter are not emergency 
items, of course, but they are package 
sales, which require no installation. 

The stations have found it possible 
to make a lot of quick sales of fuel 
and lube additives. They do a good 
volume on Cristy Drygas, Canfield 
Valve Ease and Hollingshead Motor 
Rhythm by suggesting the benefits of 
these products to gasoline customers. 

Tire Sales Push—Since the stations 
are allowed to sell tires, they push 
them, and get their biggest dollar 
volume from tire and tube sales. Of 
necessity the men have to watch the 
cars at the pump island for tire pros- 
pects. And they have to speak up with 
a tire sales pitch, without waiting for 
the customer to bring up the subject. 

They can’t overlook anybody. John 
La Sala, the station manager who won 
Tide Water’s “1953 Oscar Award” tells 
the story of the couple from Connecti- 
cut. He saw their car parked one day 
at the side of the station drive as if 
waiting for air in the tires. He walked 
over to offer his help and learned 


from the man at the wheel that he 
was merely waiting while his wife 
visited the station restroom. 

So Mr. La Sala, after a quick 
glance, risked the comment to the 
Connecticut traveler that he would be 
“about due for tires soon.” The driver 
had no more than learned, in answer 
to his surprised query, that the sta- 
tion did indeed stock tires, when his 
wife appeared on the scene. 

When she too learned that the sta- 
tion sold tires, she promptly said to 
her husband: “By all means buy tires 
here. They have the cleanest restroom 
I have ever visited.” So the station 
manager installed a set of four tires, 
and chalked up a sale to a most un- 
likely prospect. (Mr. La Sala admits 
he was surprised.) 

Competition for Trophy—aA lot of 
the credit for the stepped up TBA 
performance should go to supervisor 
William Kerrigan, according to W. R. 
Lundwall, service station manager for 
Tide Water’s New York department. 
Mr. Kerrigan conceived the idea of 
the Oscar award and the plan for 
rotating it month by month to the 
station manager with the highest TBA 
ratio. At the end of the year the 
manager with the most monthly awards 
comes into permanent possession of 
the trophy. 

That’s how Mr. La Sala and his 
eight-man crew now have their names 
engraved on the Oscar, which hence- 
forth will stand in a prominent spot 
in their station. A new campaign for 
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this year is already under way, and 
the La Sala station finds the going 
a lot tougher. Their four competitors 
want some of that glory. 

Cash Awards Too—There is also 
the incentive of a group bonus plan 
where the whole staff at each station 
divides a cash award based on the 
station’s TBA sales for the month. 

Neither the Tide Water men or Mr. 
La Sala can say which of the two 
incentives, the cash or the Oscar, fur- 
nishes the greatest stimulus to sales 
effort. Mr. La Sala cooked up a 
scheme of his own in the form of a 
10-day “sprint” as he termed it. He 


tried it one month when he was 
especially interested in getting the 
monthly Oscar award. He put up some 
small additional cash prize money on 
his own hook, and found that it 
worked. 

Somewhat later, he tried out another 
of his 10-day “sprints” with baseball 
tickets as an extra incentive to his 
staff. But by this time the competing 
stations were getting steamed up and 
his station didn’t come out on top 
that month. 

So the only thing he is sure of is 
that you never know who will buy 
tires unless you ask them. 





Where the Dealer Stands in TBA 


While the oil industry boasts 
of its dealer training, in practice 
its salesmen are just as happy to 
sell TBA products to a dealer and 
then leave him to his own devices. 

In effect the industry is daring 
the dealer to turn into a mer- 
chant and thus become success- 
ful. 

These charges were made by George 
R. Miller, manager of retail sales, 
Richfield Oil Corp., before the Oil 
Indusry TBA Group’s Western Divi- 
sion convention at Seattle last month. 

“The future of TBA, perhaps even 
your future and mine, lies with the 
retailer who negotiates the sale of our 
products to the consumer,” he said. 
“We must never be guilty of taking 
these people for granted or of forget- 
ting their importance.” 

TBA men have to fight against a 
tendency to let the dealer drift, once 
he has been launched in business. 
“Once the dealer has been acquired 
as a representative of our products, 
and has received his initial educational 
help, our responsibility to him has by 
no means ended,” said Mr. Miller. 

At that point no dealer has at his 
finger tips all that he needs in the 
way of practical product knowledge. 
Nor has he yet learned all he needs 
to know of practical labor saving 
methods, he said. 

Referring to another oil executive's 
observations on this, Mr. Miller quot- 
ed H. G. Meador, vice president, Gulf 
Oil Corp., who spoke at the St. Louis 
TBA convention. “In his speech in 
St. Louis, Mr. Meador reviewed the 
extensive program for dealers that his 
company has adopted. He points out 
that in addition to manuals and texts 
that are regularly released by most 
companies, based on the ‘How To Sell’ 
theme, we must go much further in 


providing dealer assistance.” 

_“In my opinion,” said Mr. Miller, 
“the responsibility for this must lie 
jointly with the supplier of petroleum 
products and the TBA manufacturer. 
In addition to the manuals to which 
I referred there should be regular, 
capably conducted TBA clinics at the 
dealer level covering all phases: stock- 
ing, displaying, maintenance, promo- 
tion, and step-by-step, down-to-earth 
sales procedures.” 

Three-Legged Profit—Using a farm- 
er’s three-legged milking stool to dem- 
onstrate, Mr. Miller suggested that a 
successful service station gets its busi- 
ness from three main sources: gasoline, 
lube products and services, and TBA. 
A real service station merchant to be 
successful, must concern himself with 
developing all three of these sources. 
None of them can be long ignored 
without throwing the entire business 
out of balance and causing its eventual 
collapse, he declared. 

Speaking of gasoline as the first leg 
of the stool, Mr. Miller observed that 
“gasoline is your traffic builder.” It's 
the use of gasoline by the motorist 
that develops the need for all other 
sales and services. And it’s at the 
pump island where the dealer makes 
the original contact for the greatest 
portion of his sales. 

Time for Service —A dealer will 
contact about 40 customers per day 
in an average 10,000-gal.-a-month sta- 
tion, said Mr. Miller. If he spends five 
minutes on each car, he has spent at 
the end of the day only about three 
hours and 20 minutes on the island. 
Yet those minutes and hours normally 
are the starting point for 90% of the 
dealer’s gross sales. If the kind of serv- 
ice rendered at the pump island is 
complete, and good, a favorable, last- 
ing impression is created. 
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On the other hand, said Mr. Miller, 
customers exposed to slipshod, hit-or- 
miss service will lose confidence in 
that dealer, and will certainly be re- 
luctant to entrust their expensive auto- 
mobiles to him for lubrication or other 
needed services. 

In spite of all the oil industry has 
said on this subject in the past, Mr. 
Miller insists it is today one of the 
most neglected phases of service sta- 
tion operation. Whether we admit it 
or not, he said, customers are being 
lost every day because of neglect at 
the pump island. 

Next Is Lubrication — Turning to 
other sources of station business, Mr. 
Miller observed that unless a dealer 
is content to rely only on gasoline 
profit, he has to go after profits from 
other service and sales. “As has been 
pointed out many times,” he said, 
“there is no better way to do this than 
through good lubrication service. 

“When the dealer wins a lubrica- 
tion customer, he also wins his confi- 
dence, his time, and his attention to 
the needs of his car in relation to the 
dealer’s station.” 

While the car is on the hoist the 
dealer has ample time to examine it 
for all its requirements. This is an 
ideal situation, said Mr. Miller, to 
suggest the other things he needs. And 
he always needs other things, he said. 
Thus, by cultivating lubrication and 
related service, the second source of 
station income, the way is automatical- 
ly opened up for full development of 
TBA, “the third leg of the milking 
stool.” 

From the dealer’s standpoint, said 
Mr. Miller, in rendering complete 
service, he is finding needs which en- 
able him to sell all the motorist’s 
requirements. Through the years the 
consuming public has come to wel- 
come the fact that petroleum products 
and TBA are available at one place. 

“We know that car owners like it 
that way, because of the steady in- 
crease in service station TBA volume,” 
Mr. Miller said. 

Why Help Is Needed—From our 
own standpoint, said Mr. Miller, it is 
often charged that too many oil people 
look on TBA as primarily a wholesale 
function. TBA men know that distri- 
bution is only the beginning. As dis- 
tributors of TBA we certainly can ex- 
pect, and in most cases we do make 
a reasonable profit. 

But when we realize that the deal- 
er’s sale of TBA items should, and 
does in most successful operations, 
constitute one third of his entire gross 
profit, then we can more fully appre- 
ciate our responsibility in helping him 
to merchandise TBA. 
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COATS 
IRON 
TIREMAN 


Good tire service helps bring 
customers, hold customers to 
step u TBA, petroleum prod- 
uct sales. You can give poet 
tire service at oper, with the 


famous Coats Iron Tireman. 

That's because the Iron Tireman gives you real, 
money -making savings in time, backbreakin, 
labor. more work, yet costs only $109.5 
F.O.B. Fort Dodge. Good reasons why service 
stations choose the Coats Iron Tireman over all 

other brands combined. 


IRON TIREMAN ... 


TRUCK TIRE ADAPTER 


Simple, -to-use adapter al- 

lows Coats Iron Tireman to han- , 
dle larger, semi-drop center truck c 1) 
wheels with center openings of 

5” to 6%". 


IRON TIREMAN ... 


TRUCK TIRE SPREADER 


Allows fast, thorough inspection of truck tires. 
Lies flat on floor so heavy truck tires can be 
rolled on easily. 


IRON TIREMAN .. . a 
TRUCK TIRE BEAD / 
BREAKER 

Quickly, easily breaks beads on big- 

gest, heaviest truck tires. Sliding han- 

die hammer delivers up to 5 times | 


more force than ordinary ham- 
mer. 


IRON TIREMAN .. . 
TUBELESS TIRE 


MOUNTING BAND 


IRON TIREMAN ... 


TUBE BUFFING STAND 
Forces tubeless tire 


Slips over Iron 
ireman_ center 

beads into locking po- buffing, conveni- 

sition. Holds beads ent working sur- 

firmly in place so tire h face for 

can be inflated to seal patching. 


beads. eae yp 


Write for lilustrated Literature on 
Coats Irom Tireman, Accessories today ~ 


JACK HENNESSY SALES CO. 


National Distributors 


P. O. Box 22, ne 5 sg 
New York 32, 


post. Holds 
tubes firmly, 
securely for easy 


MANUFACTURED | 


COATS COMPANY 


FORT DOC 
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Cable Maker Curbed 


Three oil companies and one rubber 
company were affected by a ruling of 
a Federal Trade Commission hearing 
examiner on a complaint involving 
the Whitaker Cable Corp., battery 
cable manufacturer of North Kansas 
City, Mo. 

The ruling requires Whitaker to 
eliminate discounts to certain of its 
jobbers and other special groups in- 
cluding these private brand customers: 
American Oil Co., Phillips Petroleum 
Co., Sun Oil Co. and Goodyear Tire 
& Rubber Co. The examiner said there 
was evidence that these private brand 
customers got discounts of 20% to 
28.5%. Warehouse jobbers get rebates 
of 5% to 17.5% depending on annual 
sales volume. 


Truck Tire Added 


Pennsylvania Rubber Co. has added 
two sizes to its Turnpike line of truck 
tires, which formerly covered only 
smaller trucks in sizes up to 7.50-20. 
The five-rib sizes are called Super 
Turnpike tires and are designed for 
all-around truck and bus operations 
using 8.25-20 and 9.00.20. At the 
same time Pennsylvania is adding Ny- 
lon cord to its Patrician line of pre- 
mium tires. 


Dealer Makes TBA Mark 


Oil companies continue to single out 
dealers who have built up good TBA 
ratios. Latest is a Pure Oil dealer in 
Lake Wales, Fla., who took over a 
station in 1952. With a gasoline gallon- 
age running only a little better than 
10,000 gal. a month, his TBA business 
is up to a ratio of $42.60 per 1,000 
gal., and at the same time he has a 
motor oil ratio of 1.83. 


Goodrich Builds Warehouse 


B. F. Goodrich Co. will soon be 
operating from a new warehouse and 
office building in Phoenix, Ariz. Tires 
formerly available from Los Angeles 
will be stocked in the new warehouse, 
especially a complete line of farm 
implement and off-road tires. 


Safe-Driving Booklet 


B. F. Goodrich is distributing with- 
out charge a 32-page cartoon booklet 
on safe driving aimed at young people 
just learning to drive. Titled Tommy 
Gets The Keys, it is printed in four 
colors on newsprint stock. 

The booklet tries to make the point, 
in an entertaining fashion, that sports- 
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manship, courtesy and skill are the 
basic ingredients of good driving prac- 
tice. It aims to inspire young people 
with the sense of responsibility that 
should go with the driving privilege. 
Goodrich expects to get large scale 
distribution of the booklet through 
high schools. 


New Compass Display 


The Airway brand automotive com- 
pass has been put on the market by 
Sherrill Products Co., Mexico, Ind., 
and is being offered to service station 
operators in a package of 6 units 
mounted on a display card. No instal- 
lation is required since mounting is 
by means of a rubber suction cup. 
Suggested retail price is $2.98 each. 


™ 


Mats Match Seat Covers 


Something new in rubber floor mats 
is a series of plaid patterns in bright 
colors now being marketed by Robbins 
Tire & Rubber Co., Tuscumbia, Ala. 
The designs and color schemes have 
been selected to blend with all popular 
seat cover designs. Robbins is backing 
up its new product with an aggressive 
promotion campaign, and is offering 
dealers a display merchandiser free 
with each initial order of 144 mats. 


Muffler Cuts High Noise 


A new line of Goerlich mufflers fea- 
ture a double-locked, crimped seam as 
a guard against carbon monoxide 
leaks, and a new filter-tone tube de- 
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“TEXACO DEALERS 


‘This big, colorful frog’s going to help keep spring business 
hopping—for Texaco Dealers in all 48 states! For he’s the eyecatcher 
in Texaco’s 54 spring advertising and promotional campaign—a 
constant reminder to all America’s motorists to go get a Lexaco 
check-up! Coverage? ber listen: he'll jump out from full pages in 


30 million messages daily. And he'll leap Peis 


getting stickers, banners and other station 
displays! With year-’round aad like 
this behind them.... 


No ave 


such busy Releprs. A & 
Yonder rex4c0 DEALERS 
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M ALL... 


Lincoln 


Lubricating Equipment 


Reports Walter Jones 
JONES SINCLAIR SERVICE STATION 


Memphis, Tennessee 


“In the past I've had experience with most leading 


makes of lubricating equipment. When Jack 

Warner of Ozburn-Abston showed me the new 

line of Lincoln equipment, I was sold on its 

modern design and dependability. 

“I've never regretted this choice. I find that my 
Lincoln-equipped lube department has improved 
the appearance and efficiency of my entire 

and it has certainly paid off in 


station... 
increased profits.”’ 
(signed) WALTER JONES 





points for extra sales and service 
on each car you service: 


when you check these 1 ? 


Lincoln 
Gal si 


DEPARTMENTS 


See for Yourself 
THE MOST TRUSTWORTHY NAME 
IN LUBRICATING EQUIPMENT 
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signed to block high-pitched exhaust 
noises. It is a perforated steel tube in 
which thousands of tiny sound ports 
let high frequency sound waves expend 
themselves into steel packing. Only 
low frequency sound waves flow 
through, which the manufacturer 
claims results in a deeper, more mel- 
low tone. 


New Plant for Evans 


Evans Products, Ltd., of Vancouver, 
B.C., manufacturer of wood battery 
separators, has received approval from 
the provincial government for a forest 
management license on 51,000 acres 
of timber land. The company can now 
go ahead with construction of a new 
plant in Vancouver. Its present plant 
employs 130 workers. The new plant 
will add 200 to 300 to the payroll. 


New Camelback on Market 


Robbins Tire & Rubber Co., Tus- 
cumbia, Ala., is producing a new type 
of high-adhesion camelback under the 
trade name of “Vacu-Seal.” By special 
hot-sealing process, the cushion gum 
is sealed off from contamination by 
dust or air. It is available in all 
popular passenger and truck die sizes, 
including the new seven and eight- 
gauge thin stock. 


Filter Program to Open 


Oil marketers who have the Fram 
oil filter cartridge in their TBA line 
can participate in “Clean Oil Month,” 
a filter promotion program sponsored 
by the Fram Corp., Providence, R. I. 

The program will be an enlarged 
version of a similar campaign run dur- 
ing the fall of 1953. This one will 
start in April and will continue through 
the oil industry’s traditional spring 
change-over period. 

The manufacturer will launch the 
April campaign with consumer adver- 
tising in the Saturday Evening Post, 
television programs through NBC in 
the east and CBS in the Pacific area, 
and daily newspapers in non-TV cities. 

Dealer promotion will include a re- 
minder that every filter cartridge 
change means an extra quart of oil 
sold, and will also plug Fram’s chafing 
dish dealer premium which goes with 
each dealer order for 24 Fram C-4 
cartridges. 


Cooling System Manual 


The Distributive Education branch 
of the United States Office of Educa- 
tion, in which oil marketers have taken 
considerable interest in recent years, 


has been supplied with 3,500 copies 
of the “Serviceman’s Manual on the 
Automotive Cooling System,” by E. 1. 
Du Pent de Nemours & Co. The 
manual was Originally prepared by 
Du Pont and offered at $2 a copy to 
the automotive service trade, by the 
Zerone-Zerex antifreeze section. 

The distribution was limited, at the 
request of the government, to instruc- 
tors in automotive training classes, 
and to some outstanding students. The 
manual tells students how the cooling 
system works, how to prepare it for 
summer and winter driving, and how 
to spot and cure troubles. For even 
greater convenience, all causes of pos- 
sible trouble are listed in the order of 
frequency in which they usually occur. 








WARNER RADIATOR PRODUCTS sacs micuroan ave, cuicaco s, it. 


Radiator Cleaner 
Cooling System 
Protector 
Liquid Solder 
Service Cleaner 
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Lee Moves Branch Office 


Lee Tire & Rubber Co. has moved 
its Cincinnati branch to new and 
larger quarters at 1569 Harrison Ave. 
A. L. Lauber is branch manager. The 
new location has an entirely new lay- 
out of tire service equipment, and 
carries a stock of used and recapped 
Tires. 


Padlocks on Display 


A variety of padlocks packaged in 
individual polyethylene bags are being 
offered to the resale market. They are 
mounted for counter display on dis- 
posable merchandisers designed by the 
Yale & Towne Manufacturing Co., 
Chrysler Bldg., New York 17, N. Y. 


fo every dealer! 


(holds Y% gallon) 


Yes, one of these magic Pelican Coolers is 
available to you, absolutely FREE, with 
every order of 3 dozen cans of Warner 
Radiator Products, in any assortment. And 
no limit! 

Perfect for cold drinks all summer... 
hot drinks next fall. Fiberglas insulation 
keeps. contents hot or cold for hours! Glass 
liner is easy to wash out. Handy pouring 
spout. Sturdy steel construction; gay yellow 
and plaid body. FREE to you with every 
order of 3 dozen Warner Radiator Products 
in any combination. Start pushing Warner 
Products right now! 


THIS OFFER EXPIRES APRIL 30, 1954 


TIE IN WITH BIG POST PROMOTION 


Consistent schedule of big ads in the Satur- 
day Evening POST constantly promotes 
your sales of Warner Radiator Products . 
reminds your customers that car-radiator 
protection and care is easy and inexpensive 
the Warner Way! 


l/wney 
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STATIONS 


Station Permits Maintain Pace in January 


Interest in station building ac- 
tivity started off strong in 1954. 

The valuation of station build- 
ing permits approved in January, 
1954, was 58 7, above the total 
valuation in January, 1953. 

This continues a stepped-up 
pace in station building activity 
apparent in December when the 
valuation of permits-approved in- 
creased 679% above the same 
month a year earlier. 

Total valuation of station permits 
approved in January, 1954, was 
$4,858,000 compared to $3,078,000 
in January of 1953. The valuation of 
station permits in January topped the 
record December, 1953, total, though 
the increase was small (4%). 

While the valuation of permits in 
January, 1954, rose 58%, the number 
of permits increased 46%. A total of 
355 permits were approved in January 
compared to 243 during the same 
month in 1953. 

Leading all other regions of the 
country in the number of station per- 
mits approved was the East South 
Central section, comprised of: Ar- 
kansas, Louisiana, Oklahoma and 
Texas. In these four states, 81 station 
building permits were approved with 
a total valuation of $974,000. 

Source of Statistics—The Bureau of 
Labor Statistics estimates the permit 
valuation figures through checks with 
city and town officials. Figures in- 
clude construction within urban places 
—all incorporated places of 2,500 
population or more in 1940—plus a 
few unincorporated civil divisions. 

Volume of building actually started 
during each month is not represented. 
No adjustment has been made for 
lapsed building permits, nor for the lag 
between issuance of a permit and 
actual start of construction. 


Station Sales Up 


Service station sales during 1953 
were almost 7% higher than the total 
for 1952. Sales during 1953 climbed 
to more than $10.5 billion, compared 
to a total of just under $10 billion in 
1952, says Census Bureau report. 

Estimates placed February, 1954, 
sales 1% higher than February, 1953. 

In addition, January sales at service 
stations totaled $925 million, up 1% 
from December, according to Com- 
merce Department estimates. This was 
9% more than January, 1953, sales. 
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New Hampshire 
Rhode Island 
Vermont 


Middle Atlantic 


New Jersey . 
New York 
Pennsylvania 


East North Central 


Illinois 
Indiana 
Michigan 
Ohio 
Wisconsin 


West North Central 


lowa 

Kansas 
Minnesota . 
Missouri 
Nebraska : 
North Dakota 
South Dakota . 


Washington, D.C 
Florida . 
Georgia 
Maryland 

North Carolina 
South Carolina 
Virginia 


West Virginia ...... 
East South Central _. 


Alabama 
Kentucky 
Mississippi 
Tennessee ..... 


New Mexico 
Utah ... 
Wyoming 


+ None reported. 
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FOLLOW THE ROTOCYCLE 
You Lan Count On THROUGH A "'FLO-WARD” CYCLE 
ap na a 
ROCKWELL ROTOCYCLE METERS 


SS 
Ga. 
oe 


SSS Ss 
< 


FOR FASTER LOADING + GREATER SUSTAINED 
ACCURACY + LONGER USEFUL LIFE 


Model BLX-5 with print- . 

ing register. One of five POSITION Liquid entering the 
sizes having capacity , — measuring chamber through the 
ranges between 20 gpm a inlet port encounters vane No 
minimum and 800 gpm - 4 1) which seals off further liquid 
maximum. % progress 


POSITION Il: Pressure under vane 
No. (1) forces the rotor to turn on 
its centershoft. Vane No 2) has 
now reached position occupied by 
vone No 1) where it seals with 
the wall. Segregated between vanes 
(1) and (2) is a definite volume of 


liquid indicated in dark color 


WHAT LOW FRICTION DESIGN 
MEANS TO YOU 
POSITION Ill: Vane (3) has reached 


In the Rockwell Rotocycle meter there are the seal position. Between it and 
no metal-to-metal contacts to absorb pres- vem? See ree vel 
sure—to wear and cause inaccuracies. A 
simple, effective liquid capillary seal bonds 
the measuring element bottle tight. Too, in \ 
the Rotocycle there are no oscillating parts 
—no valves, pistons or reversing motions ALL-REVOLVING ROTOR 
to “break” the smooth flow. Hence you can The Rotor inside the Rotocycle 
load trucks faster, use smaller motors on meter rotates freely “Flo- 
. . ward” on double stainless steel 
your pumps—save on electric power bills. bef beorng mova; The am 
The accurate records Rotocycle meters pro- tion is exactly like that of on 
vide make auditing and accounting simple electric motor —smooth, effort- 
and positive. Write for bulletins. less ond quiet. 


\ 


le 4 


“A < SS ON 


<“ 


POSITION IV: Vane (4) has reached 


the seal position and another meas 


re Vv ur i r The 
YOU CAN RELY ON ROCKWELL wee voume « OG 


volume between vanes (1) and (2 


now discharging through the 


ROCKWELL MANUFACTURING COMPANY eae ion Lee 


umes ore integroted on the register 
. in terms of gallons passed through 
PITTSBURGH 8, PA. Atlanta Boston Chicago Dallas Houston Kansas City, Mo. Los Angeles sll inti 
New York Philadelphia Pittsburgh San Francisco Seattle Tulsa 


in Canada: Peacock Brothers Limited 
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EQUIPMENT 


Tandem Axle Suspension Gives Smooth Empty Ride 


TandemTrac, a new tandem axle suspension manufactured by Truck Equip- 
ment Co., Buffalo, N. Y., features variable rate springing to give a smooth ride 
for empty vehicles. The company claims the springing system will cut tank 
damage resulting from unloaded hauling. The three-stage spring, enclosed in 
fully welded beams of the suspension, has flat leaves and does not have center 
bolts or spring eyes, eliminating two sources of truck spring breakage. A news 
release states it “furnishes a soft resilient ride to the unladen vehicle on the first 
stage of the spring and a firm adequate suspension for maximum payloads.” 
Other advantages claimed for TandemTrac are automatic tracking, automatic 
weight distribution and “rocking chair” bearing surfaces that eliminate lubrication. 





vent “freezing” in the socket. It is 
available in 300 and 500-watt sizes. 
f Radiant Lamp Corp. 


Circle No. 1 on Reply Coupon 


Weatherproof Floodlamp 


A long-service floodlamp suited for 
service station use is made of weather- 
proof glass to resist cracking due to 
sudden temperature changes and mois- 
ture. It can be used without enclosed 
fixtures. A pure silver reflector sealed 
inside the lamp is not affected by dirt 
or corrosion, reducing maintenance, 
and the base is nickel-plated to pre- 


Plastic Cap on Market 

A plastic screw cap with a poly- 
ethylene cone liner is adaptable for 
use on glass, metal or plastic con- 
tainers of petroleum products. The 


e FOR FURTHER INFORMATION 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 
330 W. 42nd St., New York 36, N.Y. 


Your inquiry will be forwarded to the manufacturer. Void after July 7, 1954. 





2 4 6 











Street Address 


Gly ..<. 





new closure is said to eliminate leak- 
age, evaporation, contamination, bind- 
ing and back-off, and will withstand 
the stress and torque on high-speed 
capping machines. Designed for stand- 
ardization, cap will reduce inventories, 
the manufacturer says. Poly-Seal Corp. 

Circle No. 2 on Reply Coupon 


Electric Tractor 


Among the new features of a new 
electric materials handling tractor are 
automobile-type wheel steering, unit- 
assembled, double-reduction drive; 
self-energizing hydraulic brakes, seat- 
actuated mechanical parking brake, 
and demountable wheel, rim and tire 
assemblies. Twin-three, or conven- 
tional four-wheel models are avail- 
able, with pneumatic tires optional 
equipment on the four-wheeler. The 
drive motor is connected by means of 
a double universal joint for easy re- 
moval and self-alignment. Mercury 
Manufacturing Co. 


Circle No. 3 on Reply Coupon 


New Third Axle 


Hydro-Trac, a new trailing third 
axle, can be lifted clear of the road 
to provide single axle operating econ- 
omy during empty-truck return trips. 
Operating on a simple hydraulic prin- 
ciple, Hydro-Trac provides selective 
control over axle weight distribution 


NATIONAL PETROLEUM NEWS * April 7, 1954 








in ratios ranging from 50-50 for nor- 
mal conditions to 80-20 for maximum 
traction to 100-0 for empty trips, ac- 
cording to the manufacturer. Until 
now, the company said, trailing third 
axle units have been limited to an 
approximate 60-40 weight distribution 
over the drive axle to attain necessary 
traction. From a control in the cab, 
truck operators can choose the weight 
ratio needed to meet road conditions 
while the truck is rolling or standing 
still. Hydro-Trac comes as a factory- 
assembled unit complete with the 
trailing axle matching the driving axle 
on the original truck. The unit weighs 
approximately 500 Ib. Heart of the 
design, the patented Willock weight 
transfer system, is operated by hand 
pump or high-speed, electrically driven 
pump, either of which can be fur- 
nished. Truckstell Manufacturing Co. 

Circle No. 4 on Reply Coupon 


LITERATURE 





HYDRA. A-MATIC” 
TRANSMISSIONS 


OLDSMOBILE - CADILLAC - PONTIAC - LINCOLN - NASH 
KAISER -HUDSON- CHEVROLET TRUCK-GMC TRUCK 


Hydramatic Tools 


Descriptions and illustrations of a 
line of Hydramatic transmission serv- 
ice tools are included in a new 12- 
page booklet. The tools are classified 
by car make application. All the spe- 
cial tools required to perform Hydra- 
matic service in accordance with fac- 
tory recommendations are contained 
in the booklet. Kent-Moore Organi- 
zation, Inc. 


Circle No. 5 on Reply Coupon 


Corrosion Resistance 


A recently publisher folder is de- 
signed to assist engineers involved in 
the selection of stainless tubing and 
pipe for corrosion resistant applica- 


tions. Contained in the eight-page 
booklet is information on the com- 
parative corrosion resistance of stain- 
less steels to corrosive media. Data 
is presented on six widely used stain- 
less tubing steels and several hundred 
corrosive media at various tempera- 
tures and concentrations. Babcock and 
Wilcox Co. 


Circle No. 6 on Reply Coupon 
Hydraulic Adjustable Ramp 


An illustrated catalog sheet gives 


details on a 10,000-lb. capacity hy- 
draulic adjustable ramp for loading 
docks. The new ramp adjusts to posi- 
tion by push-button control. Included 
in the catalog are photographs and en- 
gineering diagrams, plus complete 
specifications on capacity, deck design 
and construction, throwover bridge 
plate assembly, rear hinge assembly, 
cylinder assembly, hydraulic power 
unit, hydraulic pressure line and con- 
trols. Rowe Methods, Inc. 


Circle No. 7 on Reply Coupon 








CUSTOM BUILT 


are not adapted .. . 


Frameless Semi-Trailer is 
signed. Each is built from the beginning to 


means just exactly that! Columbian builds 
frameless semi-trailers to your order. They 
they are not changed 
versions of pre-built units. Every Columbian 
individually de- 


incorporate individual ideas and exact speci- 
fications of the purchaser. 


Frameless SEMI-TRAILERS 


The way you want it is the way you get it at Columbian. Skilled en- 
gineers, experienced craftsmen and modern facilities combine to give 
you rugged construction for continuous over-the-highway hauling at 
low operating costs. Whether your transport problem is best solved by a 
single axle unit, a tandem axle unit or a semi-trailer train, Columbian 


builds them for maximum capaci 


Columbian’s recognized engineere 
per-mile operation for you. 


consistent with state regulations. 
superiority assures greater profit- 


Columbian’s regular guarantee of quality and workmanship for a 
full year becomes a two-way guarantee in the REYCO tandem axle 
unit below. “Your service cost the first year is guaranteed not to ex- 


ceed $25.00 the first 12 months. 


Write today for detailed information, free catalog. 


COLUMBIAN STEEL TANK CO. 


P. O. Box 4048-1 


Kansas City, Mo. 
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RUGGED! 


Attaches to airline, fits the hand. Dial the 
pressure, get it automatically — fast, easy 
one-hand operation. You can air a set of 
tires in seconds — even in the dark! 


New NELSON Eauamatic 
TIRE INFLATOR 


@ RUGGED FORTRESS WALL — thick 

\ pressure-cast aluminum body pro- 
\tects parts — dropping, banging 
\won’t hurt it! 


e’RUGGED REGULATOR SPRING 
— extra-heavy gauge; stays accurate, 
dependable for years! No cartridges 
to buy, no returning to factory for 
calibration! 


END GAUGE TROUBLES NOW. 
Modernize with NELSON auto- 
matic inflation for as little as $14.95. 
Order today from your jobber, or 
send coupon. 


5 Pieeee send literature and prices 


1 NAME 











| ADDRESS 





IVT dal F 


PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 








EQUIPMENT 





SUMMER-WEIGHT SHIRT combines 
comfort, neatness and practicability 


WINTER - WEIGHT UNIFORM is 
topped off with redesigned hat, bow tie 


A KNEE-LENGTH SMOCEK is business- 
like. Buckle is at the side for safety 


COVERALLS feature a bi-swing back 
and an adjustable waistband 


Profits Tailored to Wardrobe 


By merchandising themselves, 
as well as their products and ser- 
vices, Esso Standard Oil Co. feels 
its dealers can best reap their 
share of motoring profits. 

Practicing what they preach, 
after several years of research 
Esso has developed a complete 
new set of dealer uniforms. 
They’re being offered to dealers 
at 25% discount. 

The new uniforms are the result 
of co-ordinated planning of field, ad- 
vertising and research personnel. Un- 
der the direction of a uniform com- 
mittee, a formal survey was conducted 
among Esso Dealers to determine their 
likes and dislikes. 

The results uncovered two prime 
conclusions: that more than one type 
of uniform was desired, and that 
most dealers wanted the popular, blue 
hickory stripe retained in some form. 
With these findings as a basis, the 
committee began its hunt for uni- 
forms that combined practicability 


with attractiveness, yet standardized 
appearance. 

A study was made of all existing 
uniforms. Manufacturers were called 
in. Cloth was evaluated. New designs 
were created. Tests were conducted. 
Sample uniforms were made up, an- 
alyzed and redesigned. Finally, the 
best features of the old dealer uniform 
were incorporated with suggestions 
from dealers. Some innovations claim- 
ed to be unique in the design of service 
station working clothes. 

The resulting wardrobe includes 
summer and winter-weight coveralls, 
pants in both weights, both short and 
long-sleeved summer shirts and a 
long-sleeved winter shirt. Other items 
are a smock, a winter-weight jacket, 
a redesigned peak cap and a striped 
bow tie. The winter jacket is tailored, 
with leather cuffs and elbows. 

Esso is subsidizing 25% of the 
cost of uniforms and accessories, ex- 
cept jackets, until April 30. Purchases 
are made direct from manufacturers. 


NATIONAL PETROLEUM NEWS °* April 7, 1954 





"ate@)Nke - - - interpreting the oil news 


Atlantic Coast 


By 
Raymond E. Bjorkback 





Honor for the Pioneers 


No one has much time these days 
for an oil company that passed out of 
the picture more than 75 years ago. 

But in Brooklyn the other night, 
the old New York Kerosene Co. was 
conjured up in_ history-telling and 
gentle humor. 

The over-riding historical fact was 
that oil men have been refining useful 
products for a full 100 years on one 
particular tract of land at 400 Kings- 
land Ave., Brooklyn. 

The humor welled from the realiza- 
tion that the way to today’s scien- 
tifically engineered products was 
pointed by some pretty homespun oil 
men. 

They threw away what gasoline 
they made, because their money crop 
was kerosine. That, they made by 
vaporizing and distilling soft coal. 
And people called it “coal oil,” which 
it was, of course. 

Brooklyn folk took note of these 
things at a dinner in a local hotel, 
that was sponsored by the manage- 
ment of the 25,000-b/d refinery So- 
cony-Vacuum now operates on the 
Kingsland Ave. site. 

It was just a home-town affair. The 
New York Kerosene Co. didn’t even 
“found” Socony-Vacuum—was just a 
kind of great-great-grandpa of refin- 
ing on the Brooklyn property. 

It put up a plant with an outlay 
of less than $1 million, and had fewer 
than 100 employes. Second operator 
on the site was the Kings County Oil 
Works. Later, it was Sone & Fleming. 
In 1892, Standard Oil of New York 
took over. Then it merged with 
Vacuum Oil Co. in 1931 to form So- 
cony-Vacuum. 

But Socony’s busy president, B. 
Brewster Jennings, arranged to take 
part. He made a little talk, along 
with such prominent Brooklyn resi- 
dents as the president of the Polytech- 
nic Institute of Brooklyn, Dr. Harry 
S. Rogers, and the president of the 
Greenpoint Chamber of Commerce, 
John W. Raber. 

All told, there were about 200 at 
the gathering, including refinery em- 
ployes to the third generation. 

It was a time for remembering. So- 


cony’s director in charge of manufac- 
turing, George S. Dunham, observed, 
anent refining before 1900: 

“In those days, the stillman regu- 
lated the temperature of the still by 
keeping track of the number of 
shovels of coal he pitched onto the 
fire. Sometimes he lost count, the 
temperature went higher than it 
should have, and the result was more 
gasoline and less kerosine . . .” 

Also, it was a time for looking 
ahead. Mr. Jennings said the real 
challenge of the next 100 years is in 
making our world a better one to 
live in. Not through improved tech- 
nology, but through improvement in 
human relations. 

Shows how important one of the 
world’s biggest oil companies thinks 
neighborliness is now, and is going 
to be in the years to come. 


No Suppression There 


Sun Oil Co. is out with a docu- 
mented report calculated to explode 
the myth of the 215-mile carburetor. 

It has sent an investigator direct 
to the man whose invention is sup- 
posed to have been suppressed by “oil 
companies” or “carburetor manufac- 
turers,” according to some of the 
stories that have circulated nearly 20 
years. 

And the inventor, Charles N. 
Pogue, Montreal, says there’s nothing 
to the stories, Sun reports in the cur- 
rent issue of its publication, Our Sun. 

The article quotes Mr. Pogue as 
calling “absolutely ridiculous” the 
idea that anyone ever tried to keep his 
invention off the market by buying 
him out or pressuring him in any way. 

It quotes him as saying the mileage 
attributed to the carburetor, on which 
he got a patent Jan. 7, 1936, was just 
“wild claims” which he tried to sup- 
press but couldn't. 

For one thing, that carburetor 
wasn’t applicable to the present-day 
automobile; he dropped work on it in 
favor of a more conventional one, he 
is described as saying. 

Besides, Sun brings out, a patent 
can’t be kept secret under the U. S. 
Patent system. For a 25¢ fee, anyone 
can obtain by mail a copy of Mr. 
Pogue’s patent, No. 2,026,798, says 
Sun’s article—just as Sun did. 


Sales Leads Pay Off 

Esso Standard has started paying its 
employes $10 for each oil burner sales 
“lead.” 

Certain Independents in various 
areas Of the East have been offering 
similar inducements for both burner 
and oil sales leads for some time. In 
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some instances, they make payment 
in fuel oil. 


Open on Sunday 

As of June 13, it will be legal in 
Massachusetts to have bulk plants 
open and carry on intrastate trans- 
portation of petroleum products on 
Sunday—until 6 a.m. and after 10 
p.m. 


Midwest 


By Leonard Castle 





Gas Pricing Hurts Oil 


John L. Bero of Duluth, former 
chairman of the National Oil Jobbers 
Council, joins with Miles M. Mills, 
Des Moines, in contending that pro- 
ducing companies should sell natural 
gas on a Btu price comparable to fuel 
oils. (See NPN, March 3, p. 60.) 

Mr. Bero has devoted considerable 
time in recent months studying ways 
by which fuel oil distributors may 
meet the intensified competition of 
natural gas. He is chairman of a com- 
mittee of Duluth and Superior, Wis., 
oil men which is conducting a co- 
operative campaign to promote fuel 
oil as the best possible heating fuel. 
(See NPN, Feb. 10, p. 52.) 

Unless price adjustments are made 
between the two fuels, Mr. Bero 
warns, many distributors of fuel oil 
may be driven out of business. 

“The producers selling natural gas 
as either a waste or a by-product are 
setting up a competing force that de- 
stroys the distributor of fuel oil by 
failing to make the buyer of natural 
gas pay as much for it, per Btu, as the 
buyer or user of crude oil pays per 
Btu for the raw material from which 
fuel oils are made,” Mr. Bero writes. 

“Interesting figures develop when 
one looks at this Btu picture. Crude 
is a solidly priced and supported com- 
modity, with every effort seemingly 
made to keep its price up,” Mr. Bero 
says. “Perhaps some of its derivatives 
are being sold below cost at manu- 
facture. We think here of No. 6 fuel 
oil. 

“Nevertheless, those who must use 
crude oil or its derivatives, and those 
who buy natural gas at the well head 
receive different considerations, Btu- 
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Most car manu- 

facturers use 

Tund-Sol lamps 
or original 
equipment 


And those b 
KNOW lamps. 


It's a fact that most car 
manufacturers—after terrific 
testing——choose Tung-Sol lamps 
for original equipment. What 
Z better endorsement can you ask— 
choose Tung-Sol for REPLACEMENT. 


AUTO LAMPS 


SIGMAL FLASHERS 


TUNG-SOL ELECTRIC INC., NEWARK 4, N. J. 
Sales Offices: Atlanta, Chicago, Columbus, Culver City (Los Angeles), Dallas, Denver, Detroit, Newark, Philadelphio, Seattle 


TUNG~SOL mokes: All-Gloss Sealed Beam Lamps, Minioture L Signal Flashers, Picture 
Specio! Purpose Electron Tubes and Sastoondutter frodeds. eis aah in ae 





Compounders! Jobbers! Tank Car Buyers! 


Top quality high V.1. solvent brights 
solvent neutrals and compounded oils 


Available for prompt shipment from Pacific, Gulf and 
Atlantic Coast points. 


We are also prepared to assist with your compounding 
problems. Address your inquiry to: 


UNION OIL COMPANY oF catirornia 


Union Oil Bldg., Los Angeles 17, Calif. « 45 Rockefeller Plaza, New York, N.Y. 
1612 Bankers Bidg., Chicago, !/. « 644 National Bank of Commerce Bidg., New Orleans, La. 





REGIONS 


wise. Would it be wrong to lessen the 
cost of one and raise the cost of the 
other to keep, among other things, the 
marketer of oil heat in the picture to 
live and enjoy the fruits of a market 
he created and still serves?” 


How It Works Out—To support his 
position, Mr. Bero drew up this table: 

1. A barrel of heavy crude contains 
approximately 6,300,000 Btus. 

2. A barrel of heavy crude sells for 
$3, more or less, depending upon 
geographic origin. 

3. A cubic foot of gas contains ap- 
proximately 1,000 Btus. 

4. A barrel of crude, therefore, 
contains the equivalent of 6,300 cubic 
feet of gas. 

5. If 6,300 cubic feet of natural gas 
is purchased at the well head at the 
rate of 10¢ per cubuc foot, Mr. Bero 
says, it clearly means that in terms of 
Btus, the crude oil buyer pays $3 for 
a barrel of crude containing 6,300,000 
Btus while the buyer of natural gas 
at the well head pays just 63¢ for the 
same quantity of Btus. 


Gas Has the Edge—‘This makes 
for a competitive advantage over the 
fuel distributor that is apparently out 
of reason,” Mr. Bero argues. “The 
jobber of fuel oil, who distributes 75% 
of all fuel oil manufactured, may thus 
be driven out of business by a force 
created by those who produce both 
natural gas and crude oil—the affinity 
products. 

“Has not time already proven that 
this waste product, sold in the begin- 
ning for 2¢ per 1,000 cubic feet at 
the well head, now sells for more than 
8¢ or 9¢ generally? 

“This price is arbitrary in that its 
Btu relationship to crude oil is not 
considered, and gas prices are mount- 
ing because what was a waste is now 
an important natural resource priced 
too low. Crude oil and natural gas are 
sisters under the skin. Why such a 
variance in Btu pricing?” 

In the interim, until prices are ad- 
justed, what will happen to the fuel 
oil distributor?, Mr. Bero asks. Then, 
he answers: 

“May I predict that in any and all 
areas of influence where the Btu dis- 
tortions find their way and persist 
without correction, there will no 
longer exist the jobber or distributor 
of heating oil. He will be gone for- 
ever, except in rural areas . 


“Many more small businesses will 
be extinguished, and that thing we 
all have fought so valiantly for as 
small businessmen — free enterprise 
and the privilege of pursuing the 
American way of life—will be denied 
us.” 
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EDITORIALLY SPEAKING 





There is a pressing need for the Administration 
to establish a clearcut definition of interstate 
commerce. It hasn’t done so thus far, and growing 
confusion is the result. 

Many government actions and court cases in- 
volving oil firms have rested on a definition of 
interstate commerce. Yet no established definition 
exists. 

As matters stand now, no businessman, includ- 
ing the oil marketer, can ever be quite sure wheth- 
er he is involved in interstate commerce or not. 

He will get one version from the Wages and 
Hours Division of the Labor Department, a dif- 
ferent one from the National Labor Relations 
Board, still a third from the Federal Trade Com- 
mission, and so on through the governmental 
alphabet. 

The only permanent solution would be con- 
gressional legislation outlining what constitutes 
interstate commerce. Meantime, the Administra- 
tion could help greatly by formulating a single 
policy for its multitude of agencies. 

Some of these agencies, aware that the Admin- 
istration is trying to leave local problems to 
local officials, try to limit themselves to open-and- 
shut cases of interstate commerce. 

Others are still clinging to the doctrine that 
the federal government should use virtually any 
pretext to get jurisdiction. 

There is the fabulous example of the New York 
window washer who was considered in interstate 
commerce because he washed windows of a build- 
ing in which a railroad company had office space. 
And, a government official reasoned, everyone 
knows a railroad is in interstate commerce. 


National 
Petroleum 
News 
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Needed: Definition of Interstate Commerce 


About as far-fetched is the contention by some 
Officials in the Wages and Hours Division that an 
oil jobber is in interstate commerce if he sells 
petroleum to a farmer who raises crops that 
eventually are shipped across state lines. (Fortun- 
ately, no effort is being made now to enforce 
this strained definition.) 

On the other hand, the NLRB, trying to with- 
draw from local labor disputes, has a different 
view. It ruled recently that a certain Michigan 
oil jobber was not in interstate commerce, even 
though he bought gasoline and tires from com- 
panies that were. It would be interstate commerce, 
NLRB said, only if the suppliers had “substantial 
control” of the jobber’s business. 

But the Interstate Commerce Commission de- 
cided not long ago that a jobber is in interstate 
commerce if he gets his supply from an interstate 
pipe line, even though the jobber’s operations are 
independent and are entirely within one state. 

In the Standard Stations case in California, 
the gasoline retailers were included in interstate 
commerce, even though the crude oil was pro- 
duced in the state, refined in the state, sold in the 
state and used in the state. The reason? It was 
ruled that the contract Standard Oil Co. of Cali- 
fornia had with its outlets so tied up the retailer 
that an out-of-state refiner couldn't get the retail- 
er’s business. Therefore, that affected interstate 
commerce. 

This hodge-podge of agency administrative in- 
terpretation, plus court rulings, has created hope- 
less confusion. 

The Administration has now let more than a 
year go by without tackling the problem. It should 
do so forthwith. 


MORE ON FOLLOWING PAGES 





Weekly Oil Market Review and Prices 
About Oil People 
Coming Meetings 
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TREAT YOUR CUSTOMERS 
TO HIV'S 











Complete warehouse stock 
of 1-V-l available at: 
Enid, Oklahoma City, Ok- 
Champlin Heavy-Duty HI-V-I motor oil cleanses engines, by dispersal of sludge !ahoma; Superior, Omaha, 


contaminants. Customers are quick to notice the improved performance of a truly ra a “oO 
clean engine...and they’re quick to specify Heavy-Duty HI-V-I for their cars, trucks Moeen City "Rock Rapids 
and tractors. You can prove this to yourself, by writing for information on a HI-V-l d Ful.’ 


Cedar Rapids, lowa; Ful- 
dealership in your territory. Better still, wire or phone! ton, Mo; Amarillo, Texas; 


Denver, Colora 


A product of CHAMPLIN REFINING COMPANY, Enid, Oklahoma 





PAINTING 
TANKS * WALLS 
FENCES * BUILDINGS 


» FencP sintele 


Applicator System 


HUGE SAVINGS 
in labor and matericl. 


FencPainteR equipment and enamels have proved their 
worth and efficiency in hundreds of plants and institutions 
—names on request. It is the quickest, simplest, most 
economical way of painting on every kind of surface, 
rough or smooth. FencPainteR enamels apply smoothly, 
evenly and uniformly, drv with a brilliant finish. A copy of this quick-reading 8-page 
SPECIAL TRIAL OFFER — Including industrial size FencPainteR and . ° : 

5 gel. FencPainteR aluminum enamel, | gal. solvent Complete, only booklet is yours for the asking. It con- 
$57.00. Enough to do 3,500 sq. ft. 


(Add $5.00 for gray, white or black — $10.00 for red or green). tains many facts on the benefits de- 
Unconditionally Guaranteed 


THE ONLY ROLLER MADE WITH CAPILLARY ATTRACTION (PAINT HOLDING POWER rived from your business paper and 
FencPaintel Corporation tips on how to read more profitably. 


2314 W. Ven Buren Street Dept. NP Chicego 12, iM. ° RS 
MAIL COUPON for new 32 page illustrated brochure with full details | Write for the “WHY and HOW 
covering FencPainteR products and their use. booklet.” 
FenePainteR Corp.. 2314 W. Ven Buren St.. Dept. i 
~) Please rush Free 32 base Brochure 


&) Send Specie! Trial er — 
(Color desired 





McGraw-Hill Publishing Company, Room 2710, 
330 West 42nd St., New York 36, N.Y 
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J. P. Mosher Jr., Market Editor, NPN and Platt’s OILGRAM Price Service, 50 West 50th St., New York (20), PLaza 7-0044 


‘e) ii MARKET Other OILGRAM News Bureaus: Chicago (11), 520 N. Michigan Ave., MOhawk 4-5800; Washington (4), 1188 National 
Press Building, Republic 7-6630; Houston (2), 810 First National Bidg., ATwood 0412. 


Gulf Coast ‘Gas’ Prices Extend Rally 


Active buying at the Gulf the past week pushed 
up cargo prices for regular-grade and low octane 
gasolines in amounts ranging from 0.25¢ to 1¢ gal. 

But most other price-change reports were on the 
down side. Grade 26-70 natural gasoline slipped 
0.5¢ in the Mid-Continent. Heavy fuel prices fell 
at Chicago and Albany. And lubricating oils were 
quoted 1¢ to 2¢ lower, Tulsa basis. 

Except for gasoline buying at the Gulf, trading in most 
areas was quiet. The heating season was almost over, and 
resellers were scaling down purchases of No. 2 fuel. Mid- 
western LP-gas markets were quiet and soft. And, inven- 
tories at refineries of aviation gasoline, lubricating oils, 
and petroleum waxes all were on the increase. 

At the Gulf, on the other hand, buyers were placing 
orders for gasoline in greater volume than has been the 
case for many months. Each of at least six major East 
Coast and Midwestern marketers recently has bought from 
one to three cargoes for spot loading, and this, trade sources 
say, has been a principal factor in the removal of “distress” 
product at the Gulf. 


Regular-Grade Hits 10.25¢—Prices of refiners for 87 
oct. regular-grade ranged upward from 10.25¢, up 0.25¢ 
gal. Regular-grade, 83 oct., was reported ranging upward 
from 10¢, and low octane grades at 9.75¢, an increase for 
70-72 leaded of 1¢. 

With over 180 million bbls. of gasoline still in inventory 
nationwide, the Gulf Coast was by no means bare of addi- 
tional offerings. But refiners said they had developed a 
“new attitude” toward the product. An Independent de- 
clared that for the first time in months he could quote gaso- 
line at prices he did not expect eventually to “shade” to 
hold buyer interest. 


Natural Gasoline Off 0.5¢—1In the Mid-Continent, Grade 
26-70 natural gasoline was offered at 4¢, Group 3, and 
3.5¢, Breckenridge. The manufacturer reporting lower 
prices said his storage tanks were full “and we have tank 
cars loaded with no home for them.” Natural gasoline 
prices since Jan. 1 have fallen a total of 1.5¢ gal. 

Heavy fuel prices also were easy in some areas. Bunker 
fuel was beginning to show seasonal softness in the East 
according to reports, as well as increased competition from 
soft coal. 

In Chicago, Standard Oil Co. (Indiana) cut its tank 
wagon prices for Stanolex Fuels “A” and “C” (Nos. 5 and 
6) by 0.5¢ per gal., effective April 1. A check by NPN of 
the company’s Chicago bulk plants revealed the following 
prices posted for deliveries of 750 gals. and over: Stanolex 
“A”, 8.9¢ gal.; Stanolex “C”, 7.75¢ gal. 

At Albany, Socony-Vacuum reduced its prices for No. 4 
fuel. Tank car was cut 6¢ bbl., from $3.97 to $3.91; tank 
wagon 0.14¢ gal., from 9.95¢ to 9.81¢. 

Solvent bright stock, 150-160 vis., 95 v.i., was offered at 
20¢, Tulsa basis, off 1¢. Conventional bright stock prices 
were also lower in amounts ranging from 1¢ to 2¢ gal. 
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Atlantic Coast 
Seasonal Lull Hits Trading 


General lack of spot trading was reported along the East 
Coast at the turn of the month, and some suppliers termed 
it a “seasonal lull.” The 1953 heating season was over. 
The New York state barge canal was not yet open. And 
gasoline sales were not yet up to summer volume. 

Suppliers generally reported no changes in prices. They 
said, instead, that they were discussing next year’s ocean 
terminal and barge reseller fuel. oil contracts, adding that 
this phase might last for several weeks. 

Most reports said that all classes of buyers were apathetic 
about stocking up. With opening of New York state barge 
canal only one week off, no inquiries were reported for 
trips to upstate New York or Great Lakes points. 

Heavy fuel was showing some signs of softness, but no 
changes in prices were reported. Recent reductions in soft 
coal prices have caused some industrial buyers to consider 
switching from bunker fuel. 


Chicago District 
Light Products Subject To ‘Shading’ 


Light fuels still were subject to price “shading” in Chi- 
cago District last week despite a cold spell that found a 
number of primary suppliers short of product. 

Gasoline also was being “discounted” at river terminals 
even though suppliers said product appeared in better shape 
after another increase in Gulf Coast prices. 

Suppliers’ quotations for regular-grade gasoline ranged 
upward from 12.125¢ gal. Reports at same time indicated 
bidding for commercial business had brought delivered 
prices to some large accounts to “slightly below” 12¢. 

Much of the movement in light fuels to regular customers 
was at 10¢ for No. 2 oil and 11¢ for range oil. However, 
trade sources said these prices were being discounted by 
as much as 0.25¢ in some instances. Range oil was quoted 
at 10.875 to 11.35¢. 

Heavy fuels were steady and benefited somewhat by 
improvement in open market prices in the Mid-Continent. 
Large suppliers also said they anticipated a firm lake mar- 
ket this summer. It was pointed out that, of two “river 
sellers” marketing on the lakes, one already has contracted 
his entire output to a large commercial buyer and the 
other’s supply position currently is snug. 


Midwestern (Chicago-E. St. Louis Area) 
Light Fuels Have ‘Last Fling’ 


Last week’s cold spell throughout upper Midwest state 
gave light fuel oils one last fling for this season, according 
to reports the past week. Gasoline, meanwhile, still was 
quiet in open market and suppliers showed little tendency 
to push sales. 
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Heavy fuels for most part were steadier with prices of 
tank car marketers higher. Refiners’ quotations were un- 
changed. 

Cold spell caught many jobbers and home owners with 
little product in their tanks. Increased demand was felt 
especially at terminals along west leg of the Great Lakes 
line where some suppliers have been short of product for 
several weeks. 

Despite the spurt in demand for “pipe line” distillates, 
however, these oils were available to jobbers at “0.5¢ off” 
refiners’ general quotations for tank car shipment. Resale 
agents said they found light fuels for tank car shipment 
readily available at “0.625 to 0.75¢ off” with no trading 
indicated. 

Most sources said heavy fuels had improved to point 
where tank car marketers generally asked from $1.10 bbl., 
Group 3; quotations reported by refiners ranged from 
$1.20 to $1.30. 


Mid-Continent 


Lubricating Oil Prices Down 


Lubricating oil prices ranged from 1¢ to 2¢ lower in the 
Mid-Continent the past week. There was little change in 
price status of products otherwise, although burning oils 
were in good demand at several northern pipe line termi- 
nals. Open market trading was light. 

Solvent bright stock, 150-160 vis., 95 v.i. ranged from 
20¢ to 22¢, off 1¢. Conventional bright stock prices drop- 
ped 1¢, except for 200 vis., which was priced 2¢ lower at 
20¢. All conventional neutrals ranged 1¢ lower. Reductions 
were all made by one refiner, who week before said prices 
were being “shaded,” and commented at that time that he 
would “meet competition” if necessary. 

Another refiner also reported changing his South Texas 
lubricating oil quotations. He raised his prices for the 
lighter viscosity oils, and reduced prices for the heavier 
grades. 

Colder weather early in week tended to boost burning 
oil withdrawals at Northern pipe line terminals. Weather 
caught many suppliers unprepared, since they had been 
adjusting their stocks for gasoline season. As result, sources 
said there was considerable swapping back and forth among 
suppliers. Distillate stocks were still plentiful at the refinery 
level, however. 

Residual fuel oil showed little change, although reports 
indicated continued drying up of “distress” offerings of 
No. 6. One Gulf Coast buyer said he had searched for 
150,000 bbls. “at a favorable price” in Oklahoma and 
Kansas, but could not find material in that quantity. 


Central Michigan 
Cold Spell Steps Up Fuel Demand 


Colder weather most of last week increased demand for 
light and heavy fuels in Central Michigan. Gasoline re- 
mained quiet with inventories high. Prices generally were 
unchanged and open market trading was quiet. 

Prices for No. 6 fuel ranged from 7 to 7.5¢, FOB Central 
Michigan, down 0.25¢ gal. on range high, but aside from 
this no changes in quotations were indicated. 

Consensus of refiners was that heavy fuels were enter- 
ing their off season in good shape. Stocks of light fuels also 
were low at a number of plants. 
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Gulf Coast 


Regular-Grade ‘Gas’ Prices Rally 


Gasoline prices at the Gulf recovereti up to 1¢ per gal. 
of their March declines during the past week. There was 
active buying. At least five major refiners covered spot re- 
quirements, and trade sources said approximately 10 cargo 
lots changed hands. 

Regular-grade, 87 oct., was quoted at prices ranging 
upward from 10.25¢, up 0.25¢. Regular gasoline, 83 oct., 
was up 0.75¢ to 10¢, and low octane grades were offered 
at 9.75¢, up 0.75¢ for 79 oct., and up 1¢ for 70-72 oct. 
motor method. 

Recent gasoline sales included three cargoes of “quality” 
regular-grade “at the low, date of lifting.” Also, three 
cargoes of high-octane blending stock were sold, one of 
which was 93 oct. clear gasoline. 

Refiners generally reported a “changed outlook” on their 
gasoline position. One Independent said that for the first 
time this year he could quote a “not-subject-to discount” 
price on a cargo lot with a “take it or leave it attitude.” 

No activity was indicated for heating oils or heavy fuel. 
These products are approaching the “off” season, and 
stocks were said to be building. 


Avgas, Lube and Wax Stocks Rise 


Inventories of aviation gasoline, lubricating oils and 
petroleum waxes held by refining companies all showed 
substantial increases in January, according to Bureau of 
Mines’ monthly petroleum statement. 


Avgas—Total inventories rose 601,000 bbls., with stocks 
of 100 oct. and above up 261,000 bbls., other grades 340,- 
000 bbis.; total inventories on Jan. 31 up 1,019,000 bbls. 
from end of January last year. 

Lube Oils—Stocks up 402,000 bbls., December to Janu- 
ary; down 778,000 bbls. from Jan. 31 last year. 

Petroleum Waxes—lInventories of all grades higher, with 
total stocks rising 16,800,000 Ibs., and 7,000,000 Ibs. above 
year ago. 

Comparison of inventories for these products for Janu- 
ary and December, and January 1953 follows (wax figures 
in thousands of Ibs.; all other figures, thousands of bbls.): 


January December January 
1954 1953 1953 
Aviation gasoline: 
100 oct. and above 5,759 5,498 5,241 
Other grades 5,014 4,674 4,513 
Total avgas 10,773 10,172 9,754 
Lubricating oil 10,472 10,070 11,250 
Petroleum wax: 
Microcrystalline 
Fully refined 
Other grades 
Total wax 


32,480 
57,120 . 48,160 55,720 
77,840 73,080 79,520 
167,440 150,640 160,440 


29,400 25,200 


Western Penna. 


Cylinder Oil Prices Off 1¢ 


Prices for all grades of cylinder stock ranged lower in 
Western Penna. the past week, and reports were widespread 
of continued weakness in bright stock. Call for gasoline 
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Crane 125-Pound Iron Body 
Wedge Gate Valves are an 
improved design, embody- 
ing many features of un- 
usual merit. They set a new 
peak for quality in iron body 


wedge gate valves, having 


ability for all types of 





Non-Rising 
Stem; Screwed 





4 


Outside Screw 





and Flanged and Yoke; 

J Patterns; All- Screwed and 

greater strength, longer life, Iron or Brass Flanged Pat- 
Trimmed. Hub terns; All-iron 

Ends, Brass or Brass 

and better all-round adapt- Trimmed only. Trimmed. Al- 


so available 
with brass 
seats and steel 









stem. 





services. 


See If You Don’t Agree! 


Here’s the big value — the big selection: 
CRANE 125-Pound Iron Body Wedge Gates 


... with quality features that assure exactly the kind of service you want. 
Body and bonnet are oval-shaped with extra metal where it’s needed most, 
to provide liberal strength. Flanged patterns have tie-ribs between body 
and bonnet flanges. You also get a solid web-type disc with long guides ... 
a stem of liberal diameter with long thread engagement .. . an exception- 
ally deep stuffing box with high-grade packing ...a two-piece ball-type 
gland and flange—plus an easy-to-grip handwheel with oval-shaped rim. 
Non-rising stem valves have a brass bushed stem collar. OS&Y design 
includes a brass bonnet bushing, swinging eye bolts ...and a tee-head 
disc-stem connection on sizes 12-inch and smaller. 


Big selection includes all-iron or brass trimmed valves... Under- 
writers’ pattern valves, quick-opening types ... valves for process indus- 
tries . .. valves for marine service. Sizes up to 48-inch. Check your Crane 
Catalog or ask your Crane Representative next time he calls. 


THE BETTER QUALITY... BIGGER VALUE LINE...IN BRASS, STEEL, IRON 


CRANE VALVES 


CRANE CO., General Offices: 836 S. Michigan Ave., Chicago 5, Illinois 
Branches and Wholesalers Serving All Industrial Areas 





THRIFTY 
BUYER 





VALVES + FITTINGS + PIPE + PLUMBING + HEATING 
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OIL MARKETS 





Summary of Gasoline Prices (Mar. 30 through April 5) 





Motor Gasoline 93 Oct. (Premium): 


N. Tome Glouse & Now Mes. chet ) 


W. Tex. (Texas & New Mes. shyt.) 
E. Tex. ek Taap). 


Motor Gasoline 90 Oct. (Premium): 


Okla., a : ‘Okla shpt. 
Okla., Group 2 (Northern 
Midwestern’ (Grow 8 


Motor Gasoline 92 Oct. (Premium): 


_ York harbor 


ptor Gasoline 86 Oct. (Regular): 
New York harbor 

















Motor Gasoline: 
Western Penna., Bradford-Warren: 
ict. 5 


Monday 
April 5 
18 .25-14.25 
18.5 
18.5-13.75 
(4)12 .26-18 .875 

11.75-18 
11.75-18 


12.625-12.75 
(2 a) -25 


(6)11.25-11. re 
og Baril tae 


it: 5-12. 7" 


11.5-12 25 
11.6-12.25 


11. rt y 25 


2 25-10 .625 (8) 
0 .25-10 .625 


0.25-10 .625 
ans, 75-11.8 
1.25-11.5 
* glint 125 


15.4 
(2)16 .4-16 .6 
15.4-16.1 


12. 
12.75-12.8 
15 .5-16 .65 
14.15(2) 


14,75-15 .25 
18.75-14.15 


15.5 
18.75 


Friday 

April 2 
18.25-146.25 
18 .5-18.75 


(4)12 .25-18 .875 
11.75-18 


(6)11 .25-11 .875(38 
10.75-11 .875(2 
aoae 


11.5-12.25 
11.5-12.25 


11 .5-12 .26 
11.5-12 
11.5 


10. 2: ee) 


11.25-11.5 
(2)11~-11.125 
16.8 
16.4 
(2)16 .4-16 .6 
15 .4-16.1 
18 .45-14.3 
12-14.2 
(8)18 .9-14.6 
18 .8(2) 


12,7-14.1 
12.75-12.8 


15 .15-16 .65 
14.15(2) 


14,75-15 .25 
18.75-14.15 


15.5 
18.75 


Thursday 
April 1 
18 .25-14.25 


13 .5-13.75 
(4)12 25-13 875 
11.75-18 


(FY11. qe-it. 875(8 


11.6-12.25 


11.5-12.25 
11.5-12 
11.5 


10. 3. =e) 
3 25-10 
0 .25-10 “625 
@)i0- 46-118 
11.25-11.5 
(2)11-11 .125 


16.3 
15.4 
(2)16 .4-16 .6 
15 .4-16.1 
18 .45-14.3 
12-14.2 
(83)18 .9-14.6 
18 .8(2) 
12.7-14.1 
12.75-12.8 


15 .15-16 .65 
14.16(2) 


14.75-15 .25 
18 .75-14.15 


16.5 
13.75 


Wednesday 
March 31 


18 .25-14.25 
13.5 
13 .6-18.75 
(4)12 .25-18 .875 
11.75-13 
11.75-18 
11.625-12.75 
(2)18-18 .25 
13(2) 
13 


(6)11.26-11. oe } 
10. a ie 875(2 
Ae 1.375 


11.5-12.25 
11.5-12.25 


11.5-12 .25 
11.5-12 
11.5 


1026-10 .625(8) 
025-10 625 
10 26-10 625 
(2)10.75-11.8 
11.25-11.5 
(2)11-11 .126 
16.8 
15.4 
(2)16 .4-16.6 
15 .4~-16.1 
18.45-14.8 
@yis. 9-14.6 
18 .8(2) 
12.7-14.1 
12.75-12.8 


15 . 15-16 .65 
14.15(2) 


14.75-15 .25 
18 .75-14.15 


15.5 
18.75 


Tuesday 
March 30 
18 .25-14.26 


18.5 

13 .5-13.7> 
(4)12 .25-18 .875 

11.75-1 


(6)11 25-11 .875(8) 
10 75-11 .375(2) 
10.75-11. - 
11.5-12.7 
11.6-12.25 
11.5-12.25 


11.5-12 .25 
11.5-12 
11.5 


10 .25-10 .625 (8) 
° -25-10 .625 
025-10 .625 
aio. 76-11.8 
11 .25-11.5 
(2)11-11.125 
16.3 
15.4 
(2)16 .4-16 .6 
15 .4-16.1 
13 45-148 
12-14.2 
(8)18 .9-14.6 
13 .8(2) 
12.7-14.1 
12.75-12.8 


16 15-16 .65 
14.16(2) 


14.75-15 .25 
18.75-14.15 


15.6 
13.75 





against contract shipments was steady, and continued cold 
weather kept heating oil movement at good level. 

New cylinder stock prices of refiner lowering his quota- 
tions are: 600 s.r., 11¢; 650 s.r., 12¢; 600 flash, 13.5¢; and 
630 flash, 15¢. 

Lubricating oil trading in open market remained at 
standstill, most sources said. 

Crude scale wax continued firm with little available for 
open market. Two refiners —— their production sold 
up through April. Sales at 5.1¢ Ib. were disclosed. 


First Sarawak Crude Posting Made 


Sarawak Oil Fields, Ltd., member of Royal Dutch/ 
Shell Group, has announced posting of export price FOB 
Lutong, Sarawak, for cargoes of Feria light crude of 37 
to 38 degrees API gravity. Price, effective April 1, is 
$2.60 (U. S.) per bbl. This is first crude oil posting made 
by a Far Eastern producer. It will apply to all customers 
whether within Shell group or not. Company exports 
around 50,000 b/d. 


LP-Gas Markets ‘Quiet and Soft’ 


Liquefied petroleum gas markets were described as “quiet 
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and soft” in the Mid-Continent the past week. Both propane 
and butane were in abundant supply, with butane supply 
position still burdensome. 

Some reports said that propane was being flared at cer- 
tain locations. One supplier who as yet this season has not 
resorted to flaring, said he may have to do so in near future. 

Prices generally were unchanged, with most contract 
propane selling at 3¢, Group 3. For spot quantities, pro- 
pane could be found readily at 2.5¢, Group 3, with some 
reports saying material was available “even lower.” 


Venezuelan ‘Gas’ Sold To Japan 


Cargo of low octane gasoline is scheduled to move soon 
from Venezuelan refinery to buyer in Japan, according to 
New York trade reports. 

While details of transaction have not been revealed, 
price for cargo reportedly is 8.75¢ gal., FOB Venezuelan 
plant. This is same as recently quoted at U. S. Gulf for 
70-72 oct. leaded. 

Refiner in Venezuela was able to reach Japanese market 
because of “distress” prices in Gulf-Caribbean area, trade 
sources said. 

West Coast normally sells gasoline to Orient. About 


month ago, one cargo was sold to Japan from British 
Columbia. 
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NPN Gasoline Index 
(cents per gal.) 


Dealer T.W. Tank Car 
April 5 16.06 12.38 
Month Ago . 16.02 11.78 
Year Ago 15.34 11.78 


Dealer index is an average of dealer tank wagon price 
ex tax in 50 cities. 

Tank car index is weighted average of following whole- 
sale markets for regular-grade gasoline, FOB refineries or 
terminals: Okla.; Midwest; W. Penna.; Calif.; N. Y. Har- 
bor; Philadelphia; Jacksonville; Boston and Gulf Coast. 











Trade Ponders Summer-Fill Problem 


Summer-fill heating oil problem is back again. And, this 
year, some supplying companies in the East say they may 
have more-than-usual trouble persuading their terminal 
and reseller customers to build off-season inventories. 

Problem of eastern suppliers again is how to get Inde- 
pendent ocean terminal operators to take oil when prices 
are easy and while there’s plentiful supply, since this class 
of trade accounts for large portion of eastern heating oil 
sales—bulk of the business in Boston, and large share of 
it in New York metropolitan area. 

This “summer” is starting off poorly. Traders say they 
know of 10 cargoes of No. 2 fuel which had been slated 
for East Coast delivery in March that were cancelled. Year 
ago at this time, some estimates were that, in addition to 
summer fills by resellers, industry east of Rockies had to 
store 3,000,000 bbls. of distillates per week during summer 
months to prepare for winter demand. This year, figure 
probably will be higher. So, suppliers say, unless they get 
help from others on summer storage, stocks almost cer- 
tainly will be jammed up at refineries. 

In recent years, supplying companies have aimed at get- 
ting their reseller trade to take 45% or so of total takings 
during May, June, July, August and September. To en- 
courage this flow last year, beginning April 20, Gulf Oil 
gave 0.3¢ gal. allowance to its New York No. 2 fuel barge 
customers. Esso Standard on April 24 announced summer- 
fill allowance of 0.3¢ to its delivered-East Coast cargo 
trade, and 0.5¢ at all other levels of delivery, generally. 
Socony-Vacuum on April 28 gave 0.5¢ summer-fill allow- 
ance on distillate sales in New York state and New 
England. 

As it stands now, cancellations of No. 2 fuel scheduled 
for delivery on delivered basis stem from reluctance of 
ocean terminal operators to fill tanks beyond current needs. 
In past, New York harbor delivered-cargo customers en- 
joyed 0.6¢ spread between barge price and delivered-cargo 
No. 2 price. Now, margin is down to 0.2¢ gal—New York 
harbor barge 9.2¢, New York delivered-cargo No. 2, 9¢. 
Margin is “too small,” these sources say. 

In addition, some eastern terminal operators who get 
oil on delivered-cargo contracts say that several contract 
buyers who buy No. 2 fuel FOB Gulf Coast can undersell 
them “at will.” Further, they add that reductions along 
East Coast to meet “low” competition—as occurred late 
in March—appear invariabiy to lead to still lower prices at 
the Gulf. East Coast “delivered” buyers say this represents 
“climate” in which they cannot afford to build up stocks. 

Cited in particular by delivered-cargo customers is one 
type of FOB Gulf Coast supply contract that has gained 
favor in past year, in which prices at the Gulf escalate with 
East Coast tank car and barge prices. While details of this 
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Explanations of Price Tables 


The — ee is aap ro to the _ 9 
ing explanations which apply to ye 
daily gasoline prices appearing on page 66 and the 
price tables appearing on pages 68-74 of this issue. 

The letter “x” indicates a change in prices if the 
change is on the low of the price range, the “x” is 
adjacent to the low; if the change is on the high of 
the price range, the “x” is adjacent to the high; a 
change from flat price to a higher or lower flat 
price, or elimination of the low of a price range, is 
indicated with an “x” to the left of the new price; 
elimination of the high of a price range is indicated 
with an “x” to the right of the new price. 

Parenthetical figures indicate number of compa- 
nies quoting when two or more companies quoted 
the price shown. In the Gulf Coast cargo table on 
p. 55 all prices reported are shown. In all other 
tables, only the lows and highs of the ranges of 
prices are shown; No attempt is made to show 
prices within the lows and the highs, and there- 
fore no attempt is made to indicate the number of 
companies contracted for prices for each product. 
Nearly 200 primary suppliers (refiners and tank 
terminal operators), plus an even larger number of 
other sources (jobbers, compounders, consumers, 
distributors, brokers, tank car marketers, etc.) are 
contracted for prices at regular intervals. 











type of contract have not been made public, they reportedly 
provide FOB Gulf buyers with No. 2 fuel at 1.65¢ gal. 
below New York harbor barge price, or 0.25¢ below pre- 
vailing Gulf Coast No. 2 fuel price, whichever is higher. 

This means that oil bought under these “1.65¢ off” con- 
tracts today can lay down New York harbor at around 8.6¢ 
gal. On other hand, delivered-cargo customers at New York 
have been paying 9¢. They add that, if and when summer- 
fill discounts are granted in the East, prices in contracts at 
the Gulf will automatically drop. One large Gulf Coast 
refiner reportedly has three such contracts with buyers at 
New York harbor, and two other refiners anxious to find 
outlets for heating oils the year around are said to have 
comparable deals. 

Big question in the East then, suppliers say, is how to 
get biggest segment of trade—delivered East Coast con- 
tract buyers—to fill early when later on they may be sub- 
jected to competitive prices they cannot meet. 

Last year’s summer-fill programs were “fizzle,” according 
to most sources. Principal complaint was that buyers knew 
they could get same discount—0.5¢—throughout summer 
months, and therefore postponed fills to latter part of 
September. 

Post-mortems on 1953 fills mostly say that “incentive” 
discounts should give greatest “break” to buyers filling 
early. 

Up to now, no summer-fill programs for this year have 
been announced. 





Crude Oil Prices 


No changes reported in crude oil prices in week 
ended April 3. For complete crude price schedules, 
see March 31 NPN, P. 50-51. 














PRICES 
in effect April 5 at Refineries and Terminals 
Gasoline 


Oe ite 
OKLA., Group 3 (Okla. shpt.) 13 .1-15 .6(2) 


SHEE ta, 


10.25-10 17, 85-18.6 
15 .86-16.1 


17 85-18 .6 
15 .85-16.1 


11.75-18 
10.75-11.875(2) 
-25-10. 625 


11.75-18 
10. 76-11 .375 
10.25-10 .625 


Kerosine, Gas & Fuel Oils 


OKLA., Group 3 (Okla. shpt.) 


q 88% 


BERR 


OKLA., Group 3 (Northern shpt.) 
(6)9 .125-9 .5(3) 
8 .875-9 .25 


Seeessr Sese4 see 


uy, 


MIDWESTERN (Group 3 basis) 


41-48 WLW... 6 cece ee eee i: .125-9 .375 
42-44 WLW... cece renee 4 


ayes. 18 
> (2)$1.80-1.75 
10.25-11.26 
W. TEX. (Texas & New Mex. shpt.) 
9.25-10.75 


15 .15-16.65 
14.15(2) 


14. 75-15 .25 
18.75-14.15 


N 
pe Seeies of 8.0. Ohio for d 
ae © for delivery to No. 6 fuel 


ee ae Kansas destinations only 


Pescscscccessese - OR. 375-10.5 
CENTRAL MICHIGAN 2 oa below D.1. Diesel. Cot 87. 


(FOB Central Michigan refineries) 58 & above D.I. Diesel. . 


(8)14.5-14.75(38 
ahs: _ 75(2 


Prices herewith are reproduced from Sd OILGRAM Dally Oil 


Price Service, associated with National Tol . 
resentatives in all NPN-OILGRAM ‘offices devote ti a. 3 pe RR 


er posted prices by refiners, by pipeline terminal operators, and by Gasoline ratings are 


toner terminal operators; for current sales and shi ratings, ¢ 
oom 


A. tf firm 
to Fe mig J oil industry prices everywhere. would quote to 
Pulses shown <a caltee, G50 GHeD Drleae oF quetntions er gence ofits Gasoline ‘ratings are fy “ASTM. ss 
e 
where letter M is used to indicate that octane —y +4 
Method. For further details of price conditions 


ARK, (For shipment to“Ark.& La.) 


on. 45-11.55 

pee 1.25(2) 
oe aio. ay 05 
° 0 .95-11 .05 
19. 5-10.85 


11.5-12.05 
10.75 
10.9-11.26 


CENTRAL MICHIGAN 
(FOB ne ese Michigan refineries. ) 
12. oe. Se) 


ani. 5-11. e@) 


, SO 
. (2YT-7.5(4)x 


(2)13 8-14.38 
E -80-2.10 


Natural Gasoline 
(Group 3 & Breckenridge prices are to blenders 


on freight basis shown below. Shipments may 
pe gy in any Mid-Continent manufacturing 
ct. 


FOB GROUP 3 
rade Z6-70.........+ oece x4-5 (Quotations) 


FOR BRECKENRIDGE 


by ASTM 
to any NPN-OILGRAM office or see back of any OILGRAM 


Service invoice. 


uted; FOB re 
s per a “— For complete price service delivered daily from nearest, OILGRAM 


; a = and transported; publishin Ses, 
ported as received . TrekaM: and National Petroleum News but not OILG. Price Bae 
guaranteed; fcr subscribers’ private use only and not for resale or Subscription rate in U. 


York, Chicago Houston, address Platt’s 
tA 42nd St., New York 36, N. Y. Annual 
: $150 per year, "payable in advance. 
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Lubricating Oils 
WESTERN PENNA. 


Prices are for sales — or offers reliably re- 
ported, to jobbers & ders on 





Viscous Neutrals—No. 3 col. Vis. at 70° F. 200 
Vis. (180 at 100°) 420-425 fi 


MIDCONTINENT LUBES 


FOB Tulsa basis, for domestic shipment only 
—_ Stocks, vis. at 210° Neutrals, vis. at 100°, 
0 p. p. 


Neutral Oils—Conventional 


Bright Stock—Solvent 
150-160 vis. 0-10 p.p., 
95 v.i 


(3)16-16.5(3) 
(3)16.25-16.75(3) 
(3)16.75-17.25(2) 
Cylinder Stocks 
600 s.r., olive green........ 15.5 


GULF COAST—Solvent Refined Lubes. 
From Mid-Continent grade crude. Prices FOB ship 
at Gulf for export. 
Bright Stock—Vis. at 210° 
“iat vis., 0-10 pour test, 
18.75-21.25 


Neutral Oile—Vis. at 100°; 95 v.i.; 0-10 p.t. 
Ge cee) 
(2)15-15 .75(3) 
(2)15. wy 25(3) 
(4)17-17 


SOUTH TEXAS LUBES 


(Vis. at 100° F. FOB S. Tex., refineries for do- 
mestic and/or export shipment. ) 


x12.25(6) 
x13. 75(6) 
x14. 25(6) 
x14.75(6) 
x15(6)x 
x15.5(6)x 
(6)x 


x12.25(6) 
x13 .75(6) 
x14 .25(6) 
x14.75(6) 
15(6)x 
15.5(6)x 
16(6)x 


Petrolatums 


WESTERN PENNA. 
(Bbis., carloads; tank car, 1 to 1.5c less) 


Naphthas & Solvents 


(FOB Group 3) 


Stoddard solvent 12.375(3) 
Cleaners naphtha 12. 
V.M.4&P. naphtha......... 

piri 


.125-13.375 
4.125-14 625 


Stoddard solvent 


Pittsburgh: 
Stoddard solvent 


A, cana of 8.0, Ohio for delivery Ohio 
nts 

V.M.&P, naphtha. . 18.0 

—— — & stoddard 











New York 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


Boston 











 €n,08 fuel oll tenks, old end 


See yer regular Supply House. 


r tanks 


a] ‘ty SCULLY SIGNAL compan 174 Green Street 
Canadian Licensee: EMPIRE BRASS MFG. CO., LTD., Toronto, Ontario 


ann ce” whe 


tank installations 
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E. TEXAS (Truck Trnspt. lots) 


CENT. W. TEX. (Truck Trnspt. lots) 
Stoddard solvent 


KANSAS (For Kans., Dest'n. only) 
Steddard solvent 


ATLANTIC COAST 

V.M.&P. 

Naphtha 
18(4) 
17.5(4) 


18.5(4) 


New York Harbor. 
iladelphia 


Dig up greater sales faster in these 
competitive times by supplying your 
customers with pre-sold 100% Pure 
Pennsylvania lubricating oils. These 
quality oils find immediate public ac- 
ceptance and net you greater profits! 


Prices of our neutrals, bright 
stocks, cylinder oils and finished mo- 
tor oils, meeting all new API service 
classifications, compare most favor- 
ably with those of lesser quality. We 
protect you against sudden market 
fluctuations. We ship in bulk, in 
drums, in cans, or fill your containers 
at several points in the country, sav- 
ing you time, freight and double- 
handling costs! 

Dig into the richer sales pay dirt 
ahead by writing, wiring, or phoning 
us your requirements, NOW. We'll 
get prices, samples and profit details 
back to you as soon as possible! 


e MOTOR OILS 
@ NEUTRALS 


@ BRIGHT STOCKS 
e CYLINDER OILS 
e@ WAXES 


REFINING COMPANY 


Charleston 24, W. Va. 
Refiners of Highest Quality Pennsylvania Grade 
Petroleum P.G.C.0.A. Permit No. 25 


FOUNDED 1913 





PRICES in effect April 5 at Refineries and Terminals—Cont. 


LPG Prices Atlantic & Gulf Coasts 


(Of refiners, FOB refineries, in cents per gal. Prices are of refiners, FOB their refineries & tanker terminals and 4 tanker terminal operators 
tank or transport trucks) FOB their terminals. Ships’ bunkers prices are exclusive of lighterag: 


WESTERN PENNA. (T.C., in Bulk) 


White Crude Scale: 
122-124 A.m.p............ 
124-126 A.m.p........... 


5-5 .25 
5-5 .25 


SEABOARD 
Melting points are AMP. 8° higher than 
EMP. Prices are for carload estic 
refinery; scale in bags or bbls. ; 
slabs loose. Export prices are 
in bags or bbis., fully refined in 


Crude Scale: 
124-126 white. ... 


N.Y. Domestic N. Y. Export 
(2)6.6 (296 .6-6 .6(2) 


Fully Refined: 


Chicago District Prices 


Prices to jobbers & distributors in tank car 
and/or truck transport lots FOB refineries, 
pipe line terminals and inland waterway barge 
terminals. 


Motor Gasoline 


13. 125-14 .85 
12.125-13 .35 


10 .875—11 .35 
0-10.35 


Mexican Bunker Prices 
U. 8. DOLLARS PER BBL. OF 159 LITERS 


Bunker C Diesel 
(Ships Bunkers) 
Mexican Gulf 


$1.95 $3.75 

1.95 coos 

1.95 8.75 
Pacific Coast 

$2.60 $5.65 

4.75 

4.75 


Pacific Coast 
® (in Ships’ 


Bunkers, or 
Deep Tank Lots) 
San Pedro, Calif... 
Portland, Ore..... 
Seattle, Wash... .. 


Diesel 
Fuel 
(P.S. 200) 
$4.20(5) 
4.41(4) 
4.62(4) 
4.62(4) 


Bunker C 
Fuel 
(P.S. 406) 
$1.80(5) 
1.85 (4) 
2.10(4) 
2.10(4) 


70 


92 Oct. 
Prem. 
Gasoline 
16.3 


15.4 
16.7-17.1(3) 
15.4-16.1 


86 Oct. 
Gasoline 
13.45-14.3 
12-14.2 
14.6(6) 
12.7-14.1 
12.75-12.8 


83 Oct. 


Reg. Kerosine 
Castine No. 1 Fael (*) 
5(20) 
eis. 240 4(18) 
11.309) 


10.7(10) 
10.6(6) 


No. 2 Fuel (*) 


9.5(19) 
(2)9.2-9 .4(17) 

10.3(11) 

9.7(11) 





16 .3-17(2) 
-6-15 .25(2) 
3 .5(2) 


13 .5-14.5(6) 
12.6-13.25 
11.5-12.5 


9 .6(16) 
10.2(5) 





3.25-14.25 
-25-13.5 
14.4-15.4 


14.9 
(2)14.6-15.4 


(2)12.25-12.3 
(2)12-12.3 
13.4(7) 
13 


4 
13.1(3) 


9 .125-9 .25 
(2)8 .625-8 .75 
10.65(8) 


10.2(2) 





New Haven.... 
New oo <b 

0 eace 
Norfolk........ 
Pensacola...... 


(2)16.8 
14.4 
14.3 
13. 
14.7 


14.3(3) 
12.4 


12.3 
12.6-13.2 
13 .2(2) 


11.6 


9.5(11) 
§.4(8) 
8.7 


10.05 (6) 
10.2 





Philadelphia... . 
io barges... . 
Pt. Everglades.. 


Providence 


(2)16. 
Gy. 
18. 1-17(8) 


(3)13 .9-14.6 
13 .8(2) 





. (2)14.6-15.7 


14.2-15.6 
18 .4-15 .85(2) 


(2)13.1-13. nt 
12.9-13.3(5) 


12.4-13.85 


@ (a) Price correct on and since Jan. 14. 


No. 4 Fuel 
9.6 (10)$3.16-8.72 
evita 10)3 . 13-3 .62 


No. 5 
Fuel 

$2.73 
2.70 


2.76 
2.70 


12.07 


Diesel Oil (*) 


10.7(4) 
10.1(5) 


10.65(7) 
10 .55(5) 


10.2(7) 


Light Diese 
Shore eon Ships 
(50 cet., 55 d 


* Bunkers Heavy Diese 


i.) (45 cet., 45 d.i.) Ships’ Bunkers 
.08(4) 


$3 .75(4) 


.16(4) 





2.42 
2.39 
3.09(5) 


106) 
10.3(2) 





2.60 


10.65(6) 
10.65(2) 


.473(5) 
.473(3) 
.116 





New Haven.... 
New Orleans... 


do ee.. 
Norfolk. 
Pensacola. 


2.42 
2.39 
2.75 


9.9(4) 
9.7-9. 8(2) 


$.49(2) 
$.83(2) 





Philadelphia... . 


7.996) 


$.09(3) 


10.65(4) 
10.1(4) 
10(4) 





(a) Effective March 1. 


N. Y. Harbor.. 
Albany 


No. 6 Fuel 
No Sulfur 
Guarantee 


oe of 2.28(8) 


2.80 


No. 6 Fuel 
No Sulfur 
Guarantee 
Barges 
$2 .25(15) 


10.65(5) 
10.55 (6) 


10.3(2) 


No. 6 Fuel 
ax.1,% 
ulfur 


(2)$2 .85-2.43 


No. 6 Fuel 
Max. 1, % 


(2)$2.35-2.40 


.473(5) 
.431(5)a 


Bunker C 
Fuel 

Sulfur Shi 

Barges Bunkers 


$2.25(10) 











BBRN SE 
romeo 


41 








: 


-22(7) 


> 
LS) 
~~. 


228-2308) 


2.44-2.54 


225-2276) 


HOO No] HON NO] PO POND] ODO r*ie 
— 


2.41 2. 





Cs 
TS) venkat + Mero rors oboe 
a ~ 


so8| BBE 
= 
oe 
S 


(4) 
:18(4) 


89 BO] 89 nO NON] BI H+ po) PO Ed HO r+] + PO DO 


*) At Atlantic Coast refineries and terminals south of Maryland, sale at Tampa, prices of some 
sellers to bulk commercial consumers are 0.15¢ higher than prices shown above. 
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Gulf Coast—Cargoes, Domestic & Export, All Ports 

hip at U. S. Gulf, minimum of 20,000 bbis., and are by refiners only to 
a export ageuten A. tanker cormninal operators. The figure in parentheses after each price 
indicates the of ies quoting that price. 


Aviation Gasoline (MIL-F-5572) 
Grade 115/145.. 

Grade 100/130 

Grade 91 

Jet Fuel (MIL-F-5624a) 
Grade JP-4 9.753 





Kerosine & Light Fuels 
41-48 w.w.Kerosine.. 9.25-9.5(2)-9 .625(3)-9.75 


— \= (2)-9.7 
17. “25(2) No. 2 Fuel 8 .25(2)-8 .5(2)-8 .625(2)-9 .75(4) 


Diesel & Gas Oils 
43-47 Diesel Index 8.5(4)-8.75(2) 
48-52 Diesel Index 8 .625(4)-8 .875(2) 


96 Oct. Premium 53-57 Diesel Index... 8.75(4)-9(2) 


12-12 .5-12. 75-13 (2)-13 .25(3)-13.75 
93 Oct. Premium. 11,5-12-12.5(2)-12.75-13 
90 Oct. Premium. 11-11 5-12 .25-12.375 
87 Oct. Roncler, x10 25-10 .5—-11-11.75(3)-12 
83 Oct. Regular . .x10-10 25-10 .75-11.25 


79 Oct x9 . 75-10-10. 875-10 .75 
70-72 Oct. Leaded . x9 _75-10-10.5 


Heavy Fuel— Cargoes 
No. 5 Fuel, 0-10 p.t. 
Bunker “C” Fuel 


$2.60(2)-2.70 
$1 .85(7)-$1 .90-$2.00 


Middle East Crude Prices 


(Prices are per bbl. of 42 U. 8. gals., exclusive of local port or other governmental charges, sales 
taxes, etc., if any; FOB } port i ted, for gravities shown; 2c per bbl. differential per 
degree of gravity applies oy ~— below and above those shown. } 

Persian Gulf 
Gravity Price 
86-36.9 $ 
34-34 .9 





Crude 
Arabian 


Effective Date 
1-27-53 
1-21-53 


Company 

Esso Export 

M. E. Crude Sales 

Soc.-Vac. Overseas Supply 36- 

Esso Export 36-3 

Anglo-Iranian 36- 

Shell Petroleum = 
1- 


Loading Port 

.97 Ras Tanura, Saudi Arabia 
Ras Tanura, Saudi Arabia 
97 Ras Tanura, Saudi Arabia 
Fao, Iraq 

Fao, Iraq 

Fao, Iraq 

Fao, Iraq 
Mina-al-Ahmadi fKuwait 
Mina-al-Ahmadi, Kuwait 
Umm Said, Qatar 

Umm Said, Qatar 

Umm Said, Qatar 

Umm Said, Qatar 


Eastern Mediterranean 

Arabian J : 2.39 Sidon, Lebanon 

Arabian -E.C 3 ; 2.35 Sidon, Lebanon 

Arabian Soc.-Vac. Overseas Supply a 2.39 Sidon, Lebanon 
Anglo-Iranian 36-36 . 2.39 Tripoli, Lebanon /Banias, Syria 
Esso Export d 2.39 Tripoli, Lebanon /Banias, Syria 
Shell Petroleum 3 2.39 Tripoli, Lebanon /Banias, Syria 
Soc.-Vac. Overseas Supply 386-86. ‘9 2.89 Tripoli, Lebanon /Banias, Syria 


— 


a -Vac. Overseas Supply 3% 
pa ped 31- 
f Exploration 3 

egle Teal an 4 

Esso Export 

Shell Petroleum 

Soc.-Vac. Overseas Supply 33. 39.9 


9 
9 
9 
9 
9 
9 
9 
9 
9 


RMON NR Re Ree eee 


Venezuelan Crude Prices 


Prices are of Creole Petroleum Corp. for sale and /or purchase of cargo-lot quantities FOB deep- 
water terminals at ports named, and are subject to crude availability and company’s requirements ; 
2c per bbl. differential per degree of gravity applies for gravities below and above those shown, 
except for Lagunillas Heavy for which price shown applies regardless of gravity. Price applicable 
= each cargo is that in effect at time a = for loading. For purchases made in fields, 
prices shown are basis for such purchases with deductions being made for terminaling and pipe 
line services in accordance with published tari. Purchases by Creole not subject to contracts with 
Venezuelan government are made at prices ee by schedule shown below less le per bbl. 

Price Effretive 
Gravity Api $/Barrel FOB Date 
Las Piedras or Amuay June 23, 1958 
Amuay 
Las Piedras or Amuay 


Crude 


Bachaquero 

Tia Juana Heavy 

Lagunillas Heavy 

Tia Juana Medium 

Tia Juana 102 L.P.......... 


June 23, 1953 
Tia Juana Light 


June 23, 1953 
June 23, 1953 
June 23, 1958 
June 23, 1953 


Read 
09 PO bo PO 09 CO COND PO NO NO tO 


oe 
of —t4-—~ are Pe ot Ae oe. 
ceovecoceroorevre 
~ 
a 
_ 


Capure (Pedernales) Jan. 1, 1954 


Aviation Gasoline Prices 


(Prices are for tank cars, barges or truck transport lots; aviation gasoline meet specifications 
MIL-F-5672, unless otherwise noted.) 


District Grade 100/130 Grade 91/96 Grade 80 
New York, N. Y uanbetners .6(2) .1(2) -6(2) 
Boston, Mass 9.7 18.2 7.8 
Baltimore, Md 6 

Norfolk, Va. ; .6 

Charleston, 8. C. 5 

New Orleans, La 5 

Houston, Texas 5 

Toledo, Ohio 1 


Lake Port Terminals 

Buffalo 
17.4 gene 
15.2 ail “ope 
12.7(5) fd ii ‘8s 
11.95(38) a 11.75-12.05 
¥en (2)11.75-11 .9(2) 
ii/45(4) (2)10.75-10.9(2) 
oe 8.1(4) 

8 _85(2) 7.35(4) 


Cleveland Detroit 


(a) Delivered Cleveland. 
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EXCLUSIVE CUSTOM PACKAGERS 
LUBE OlL — ANTI-FREEZE — CHEMICALS 
COMPOUNDING BLENDING 


PENN-CENTRAL OIL COMPANY 
20TH & KANSAS AVENUE 
KANSAS CITY 5, KANSAS 





HARTOL 


PETROLEUM CORPORATION 
INDEPENDENT MARKETERS 


Maine to South Carolina 
630 FIFTH AVENUE, NEW YORK 20, N.Y 











ute tie Offices: ate A ao 


Pittsburgh, Pa. . Texas City, Texas 








for 
TANK CAR BUYERS 


. 
Uniform High Quality 
DEEP ROCK OIL CORPORATION 


©. BOX 105 PHONE 2-435! 
TULSA, OKLA 





PATENT CHEMICALS 
e* ‘ 


Paterson 4. New Jersey 














This Is Your 
Market Place! 


Write today for Advertising 
Space Rates. 


NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York 36, N. Y. 














PRICES in effect April 5-Tank Wagon-— 


, Prices for gasoline do not include taxes; they do, however, include; 

inspection fees as shown in next column. Gasoline taxes, shown in separate i follows: 

column, include 2¢ federal, and state taxes; also city and county taxes on gasoline; Ark. 1/20c; Fla. 1/8c; Ill 3/100c; Ind. 2/25¢; 
as indicated in footnotes. Kerosine tank wagon prices also do not include 100c; La. 1/32c; Minn. 5/200c; Mo. 1/25c; Neb. 2/100c; Nev. 
taxes; kerosine taxes where levied are indicated in footnotes. Discounts, a 1/4c; N. D. 1/20c; Okla. 2/25¢; S. C. 1/8¢; S. D. 1/40e: 
if any, are shown in footnotes. These prices in effect April 5, 1954, /Se; and Wisc. 3/100c. 

as posted by principal marketing companies at their headquarters’ offices, fees only: Ala. 1/2c; Iowa 1/50c; Mich. 1/Se 
but subject to later correction. 


Atlantic Standard of , CHEVRON Esso 
Gasoline Kero. & Calif nm i a ued Gaso- 
San Fran., Cal... — 


a 


Atlantic City, N. J.. 
| PS 
Baltimore, Md..... . 








Williamsport 16 
Wilmington, 


COOARDAARBDNAH 


00 ON A3 OOO OO et et OO 
hm i 00 ~2 00 00 00 00 G0 ~3 =2 00 00 OO 
Conoommnonos 


z= 


Sta: 


Kerosene Fuel Furnace 
Tene T.2. GST.2. T.s. 
(400 gals. & over) (ex all taxes) 
16.1 12.7 12.7 14.2 
12.2 13.7 
13.5 15.0 
16.1 17.6 


APP KH CONNBHAwWON: -: 


ewark..... 
Albany,N.Y. 
Binghamton. 





WowMwoOMoR: : : 


15.2 16.7 
11.5* 14.0 
aay 


Watertown... 
pe, 


| er 
Richmond, 
Ser 
Charlotte, 
ee 
Jacksonville, 
Fi 


Chattan idl os dei 
Nashville... mee 
Little Rock, Ark... . 
14, ® Naphthas T.W. & Steel Bbls. 
lfes to motor fuel only; Newark, N. J. © amend ba aaa 
8. . Se ciate. 24.0 25.5 
Mineral Spirits at 16.7 
; T.W. .W. . bis. 25.5 
Philadelphia, Pa. a ederal, Ww 
Pittsburgh j i torial. Standard /ta 3,600 gals. & over... 17.2 
Heavy Fuel AE FUEL OILS—T.W 
oO. le Ww. 
—— F ‘ Atlantic City, N. J. c : . : “a 7 -_ “ 
N 14. $3.74 $2.836 
3.73 2.85 
4.05 2.89 


PAA wWICCWIRARNCOwWRDOMIIACROONAAH NWN S 
« *-* " “ee a a ei ee . . . . S . bib) 
ARWAGOGVAIPAEACOHENOAIIS CHROONAAHND 

WOOOOGOOOOO'OOOOOO OO O-1-2-21-1W WW WW ~IH HEE 


WAMWONHAHH AM DWD 
CAR wADeeoree: : : 
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Notes: 


Premium-grade gasoline t.w. prices 2.5¢ above 
regular, except Georgia and Florida 2c. W: . 
Kerosine—Thru Pa. & Del., add lc per gal. 400-gals.-and. . . Norfolk, Va........ 
for t.w. deliveries of less than 100 gals. at one ’ ft to Danville. . 
time. Camden—Add le for deliveries of 100-299 Marine trade in Alaska ( Chevron Petersbu 
=. 2e a i= — ~~ . s peace sd ead acetal 
neral Spirits ces a to Stoddard : 3 Roanoke.......... 
Solvent. eaten ry Ss = Charlotte, N.C... 
Effective dates: “March 25, "March 26. xMarch 27, 1 ; 
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Cont’] (N. B. Prices are_ Continental’s 
tank-wagon prices. Current selling 
oil prices may vary from those shown 


because of local conditions.) Taxes: Louisiana kerosine petess do not include 


Cenoco Demand 40 gal. ¥ le state tax. 
N-tane (3rd Gaso- Kero- Notes: Kerosine No. 1—Atlantic City prices are 
5. for deliveries of 300 gals. or more; add le for 
100-299 gals. 2e for less than 100 gals. 
ron /' delivered prices, No. 6—Washington price is for min. delivery 
2.0c for 91/98, 5.0e for 100/130 and 8.0c for of 1,050 gals.; for min. delivery of 2,500 gals. 
115/145. price is $2.88 per bbl. 
Premium-grade gasoline t.w. prices 2.5¢ 
above regular. 


perial (Prices are per imperial gal.; to 
_im arrive at price per U. ro 
oil subtract 1/6th.) 
(Esso Gasoline 
Regular Grade) Kero- 
Dealer Gasoline sine 
T.W. 


sj 
2 
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Oklahoma City. . 


Taxes: 


Gasoline tax column includes these city tax- 

=: yg —g gs 0.5¢ ; Santa Fe, Ic; 
enn 3 » le. 

— eee Dallas, Tex... 

Salt Lake City and Twin Falls gasoline and Ft. Worth.... 
kerosine prices apply for deliveries of less than Houston..... 14. . ‘ ‘ 
200 gals. ; 200-399 gals., deduct 0.5¢; 400 gals. | San Antonio. 15. 8 17.5 
and over, deduct Ic. 


PSHRSESESSESEE: 
ecoocooooecooocoooo 
SSHBSESIE RARITIES ERR 
CORK -101 DODO De 


: Notes: 
Motes: T.W. prices are to all classes of dealers and Taxes: Gasoline taxes are provincial taxes. 
T. W. prices are to consumers and dealers. 


Mf 4 i consumers. a gasoline t.w. priees 2c 
remium-grade gasoline t.w. ri 2.3¢ Premium-grade gasoline . prices 2c above above . 
above regular. a — om # ™ *Price is for Premium-grade. 
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—and NPN sells TBA — 


With every tick of the clock, motorists buy ap- 
proximately $95.00 worth of tires, batteries and 
accessories from the oil industry. That amounts 
to $5700 a minute, $8,208,000 a day, three 
billion dollars worth a year! 


As each second ticks, another tire is sold. 
Every two seconds, it’s a new battery. Since you 
started to read this ad, 200 motorists have 
bought other accessories, too, at their neighbor- 
hood service stations. 


Can you hear those cash registers chiming a 
chorus of sales? Whose tires, whose batteries, 
whose accessories are being sold—YOURS? 
Are you getting your share of this oil company 
TBA* business? Know how to get it? Where to 
start? Whom to see? 


There is a particularly effective method of 
soliciting this business; an inside track to the oil 
jobbers and major oil company marketing men 
who decide what TBA items shall be sold. It’s 
advertising in National Petroleum News. 


National Petroleum News reaches market- 
ing management men in oil jobber organizations 
and major oil companies—the men who direct 
the packaging, storage, transportation and sales 
of petroleum products, PLUS the purchase and 
resale of tires, batteries and accessories. 


If you want TBA business, the first logical 
step is an advertising campaign in National 
Petroleum News. 


“TBA is the oil industry's designation for tires, batteries and accessories. 


NATIONAL 


Publishers of the 
Annual TBA Directory 
& Buyer’s Guide 


PETROLEUM NEWS 


Publication offices: 330 West 42nd St., New York 36, N. Y. 
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PRICES in effect April 5—-Tank Wagon—Cont. 
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Taxes T.W. T.W. T.W. T.W. T.W 
ecee ee e 15.5 

i aece, ee 15. 15.5 

15. 

15.5 

15.5 

15.6 

16.5 

16.2 

16.5 

15.8 

17.1 

16.2 

16.2 

15.6 

16.1 

12.9 

15.6 


“¢ 
5 
< 
< 


> Ap aroweHepmme: wo: 


SAAAHA 
ssseee 4 


nd 
-So- © 
oo a 
dt <dek ill oda 
Ndr O- er: 
by 


emp: mewn: onaa-a 
. 2,8. 
+ oo 


ae 


Deron oe: Crm pomm rt 
-orpereoe: oS: 


a erereren 





12.1 
12.0 
"10.25 
"9.9 

17.0 x10.75 
15.8 see x10.1 
15.7 $13.9 = Sess x10.0 
16.8 16.8 cece eeee 
18.2 18.2 ee 
{oe * Saree 
16.1 16.1 x11.0 
15.6 15.5 x10.6 
16.6 16.6 12.5 
B78 19.8 cece 


N. Yow R 


19.5 


Taxes: N.Y.C. prices are ex , Syracuse p 2% city sales tax, applicable to price of gasoline (ex tax). 
Discounts: Mobile poe Bs city eales City (ali eating ry Mt. A tank wagon less 0.5¢ for deliveries of 300 gals. or more. 
obilfuel Diesel—All points, tank wagon less 0.5c for deliveries of 800 gals. or more. 
Mobilheat—New York City (all boroughs) y Mt. big tank wagon less 0.5¢ for deliveries of 300 gal. or more. 
Notes: Jamestown T. C. prices are delivered a te ee OS ee 
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eee oy — . ee can purchase aviation gasoline less 4c per gal. State Road Tax by gugperting purchase with State Tax Exemption Form 
- supplier. 
Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 
Notes: Kerosine, Nos. 1 and 2 Fuels—Prices are for 100 gals. or more, 50 to 99 gals. add le per gal., gals. add 2c per gal. 
ns ge ‘5 Solvents—T.W. and drum prices are for deliveries of 500 gals. or more. For other helavendies 150-499 gals. add 2c; less than 1560 
ga 
Emenee gasoline t.w. prices 2c above regular; third-grade prices same as regular unless otherwise noted ; s.s. prices are at company operated 
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Indiana Standard 


Tank wagon prices listed below were obtained by NPN So oper who visited Standard 
of Indiana bulk plants where the company’s prices are publicly 
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Taxes: St. Louis, Mo., gasoline tax includes ic 
city tax. Des Moines, Ia., kerosine and furnace 
oil prices do not include 4c state tax. State Notes: Dealer t.w. prices apply also to all 
sales, occupation, consumer & use taxes to be classes of consumers with minimum delivery Notes: 
added where applicable. of 50 gals. Premium-grade gasoline t.w. prices 2c above 
*“Temporary” price. Premium-grade gasoline t.w. prices 2c above regular. 
xEffective April 1. regular. Cons. t.w. prices same as net dealer prices. 


Gasoline tax column includes these city & 
county taxes: Mobile, 2c city; Birmingham, lc 
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CLASSIFIED 


BOX NUMBERS count one additional line in 
undisplayed ads. 

DISCOUNT. OF 10% if full payment is mode 
in advance for four consecutive insertions of 
undisplayed ads (not including proposals). 


DISPLAYED RATE 
The advertising rate is $14.50 per inch fer ol! 
odvertising appearing on other than a con- 
trect basis. rotes quoted on request 
AN ADVERTISING INCH is measured % inch 
vertically on one column, 3 columas—30 inches 
—to a poge. 


Send NEW ADVERTISEMENTS to Classified Advertising Division, NATIONAL PETROLEUM News, 330 W. 42nd St., N. Y. 36, N. Y. 
SECTION CLOSES each Wednesday, one week preceding date of issue. 











High Lubrication Engineer 


Prominent Canadian company has opening 
for experienced lubrication engineer. Must 
be capable of making industrial surveys and 
selling same. Territory Eastern Canada. Ex- 
cellent opportunity for advancement with 
established company. Our employees know 
of this, 


P2380 National Petroleum News 
330 W. 42 St., New York 36, N. Y. 











DISTRIBUTORS WANTED 


RW2101 National Petroleum News 
330 W. 42 St., New York 36, N. Y. 


STEEL STORAGE TANKS 


Railroad Tank Car Tanks 


50 Church Street 
New York 7, N. Y. 
Ortiandt 7-8090 














ais a, f. pe. ); Poy? to — nearest you 
0 W. 42nd St. (36) 
CHIGAGOL ” 4 N. Michigan y AS (11) 
SAN FRANCISCO: 68 Post St. (4) 


la lL 


Selling Opportunities Offered ————— 


Major oil company wants LPG salesmen for Mid- 
West, Oklahoma, Texas. Prefer colle; grads. 
with some sales h- erience. Give complete data 
including sala photo if available. *SW- 2227, 
National Petro! bow News. 

















Distributors or Salesmen Wanted: Old estab- 
lished manufacturer of complete line of semi- 
trailers and truck tanks has following territories 
open: Eastern New York, eastern Pennsylvania, 
cad New England States. RW- 2374, National 
Petroleum News. 


 EQUIPMENT--ased-surplus 


For Sale 


3—20,000 gallon tanks 5/8 inch thick riveted 
construction, condition like new, Blue Ridge Fuel 
Corporation, 1400 Moreland Avenue, Baltimore 
16, Maryland. 


For Sale, 3070 gal. Std. Steel, 3 compartment. 
Extra clean, ideal for city delivery, good rubber. 
Miller Oil Co., Box 595 Sioux City, Iowa. 


500—1800 gallons used Truck tanks, complete 
with pump and meter equipment—over 50 avail- 
able—write us your wants. Gould Equipment Co., 
Box 1611, Portland Maine. 


"BUSINESS OPPORTUNITIES 


For Sale 


le jobber major brand petroleum products, 
oe last, all dispensing equipment and proper- 
ties. Doing more than 2,300,000 gallons per year. 
BO-2237, National Petroleum News. 


~~ MANAGEMENT SERVICES 


JOSEPH H. SALMON 
| PERSONALIZED MANAGEMENT COUNSEL on: 
Petroleum Refi — Marketing — Trans- 
portation — — Organization 
EVALUATION of NEW PROJECTS — SURVEYS 
LONG RANGE PLANNING 
PETROLEUM CONSULTANT 


201 East 57th St., New York 22 
Telephone — Plaza 9-1450 



























































FOR SALE 


5200 walle cuits, Frechout, Stontords, Betion, 
to 5 compartments, Priced from 


TANDEM AXLE TANK TRAILER, 32-4500 te 
ae galion Tr . Freuhauf, 

railmobile, to 6 § compartments, Priced from 
la to $5250.00 

ANDEM AXLE ASPHALT UNITS, 9-3600 to 
3500 gallon units. insulated, steam coils, or 
burners, Priced from $1750.00 “te $5500.00. 


WE TRADE cesasees, DELIVER. PICTURES & 


DATA ON REQUEST. 


Buy from BRUCE E. HACKETT oO. 
621 West 58 St. Kaonsos City, Me. 
Hiland 1385 











Equipment too small for our business. 
FOR SALE 


—. 2 compartment (each 1000 gal- 
, 900-20 tires, Good Brodie Meter. 

manta. 1950 truck with 1250 goalion four 

(4) compartment tank for gasoline or . = 

with pee, and ticket puncher, 100 

electric reel. 


1—Reo 1947 truck with 1000 gallon, four (4) 
compartment tank, with meter and ticket 
puncher, 100 Pie hose, manual operoted reel. 
THE WILLIS CO. 
334 East 16th Street 
Erie, Penna. 
Phone 25-689 


1—2000 
jons) tr 











ADVERTISERS INDEX 





Armstrong-Norwalk Rubber Corp. 37 
Ashland Oil & Refining Co., 3rd Cover 
Barmotive Products, Inc. ..... 58 
Bell Co., Inc. “4 45 
Bennett Industries .. os ee 
Champlin Refining Co. 62 
Cities Service Oil Co. aoe 
Coats Cay tee. ...... 
Columbian Steel Tank Co. 
Corduroy Rubber Co. 
Crane Co. ... 

Crown Cork & ‘Seal Co., 
Crown Can Division 
Davidson Enamel Products, Inc. 6 
Deep Rock Oil Corp. . . 71 
Dorward & Sons Co. . mar | 

Dunlop Tire & Rubber Corp. ... 
Dupont de Nemours & Co., Inc., 

gE. &. 14 
Dupont de Nemours & Co., Inc. ™ 

E, I. = Facing Page 24 
Electric Auto-Lite Co. 46-47 
Elk Refining Co. . ' 69 
Ever-tite Coupling Co. 19 
Fram Corp. . 77 
FencPainteR Corp. 62 
Gilbert & Barker Mfg. Co. 28-29 


“Inc * 
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Globe Union, Inc. 4th Cover 

Guardian Light Co. 

Hartol Petroleum Corp. ........ 

Lincoln Engineering Co. 

National Petroleum News 

New England Petroleum setkied 

OPW Corp. 

Oronite Chemical Co. 

Patent Chemicals, Inc. . 

Penn-Central Oil Co. 

Philadelphia Valve Co. 

Pratt Poster Co. 

Prest-O-Lite Battery Co., Inc. 

Republic Oil Refining Co. 

Rockwell Mfg. Co. 

Scully Signal Co. 

Sinclair Refining Co. 

Standard Steel Works ... 

Stewart Warner Corp. ... 2nd Cover 

Texas Co. . 51 

Timken Detroit Axle Div., Rock- 
well Spring & Axle Co. 12-13 

Tokheim Corp. 25 

Tung-Sol Electric Co. 60 

Union Oil Co. of Calif. 60 

Universal Oil Products Co. 40-41 

Warner-Patterson Co. 53 

Wayne Pump Co. 8-9 

White Motor Co. 4 

Wood Co., John 24 


75 





ABOUT OIL PEOPLE 


Western Refiners Meet 


VESTER PETROLEUM pera 
° vere 
At San Antonio | 


a 


McCammon Vandeerver 


TWO OHIOANS at the Western Refiners meeting: L. B. 
McCammon, manager, products distribution, Ohio Oil Co., 
Findlay; W. W. Vandeerver, Vanson Production Corp., Cleve- 
land 


Hulse Forsman McReynolds 


VISITORS at the San Antonio meeting of the Western 
Petroleum Refiners Assn., March 29-31 included: S, I. 
Hulse, vice president, sales, Warren Petroleum Corp., 
Tulsa; A. C. Forsman, sales manager, Hurley Gasoline 
Co. Tulsa; H. L. McReynolds, Socony-Vacuum, retired, 
Kansas City, Mo. 


Carlson Klemann Sullivan 


OTHER VISITORS included: E. A. Carlson, supply and district 
TWO OIL MEN at the meeting were: L. L. Leabo, vice manager, Western Oil & Fuel Co., Minneapolis; Ray J. Klemann, 
president, sales, Bay Petroleum Co., Denver; and L. C. public relations, E. W. Saybolt Co., Houston; T. C. Sullivan, vice 
Trapp, Midland Oil & Fuel Co., Englewood, Colo. president, Ada Oil Co., Houston 


Trapp 
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FRAM 


HELPS stl OIL 


ily ) Every cartridge change 


8 Praecoha an extra quart 


FRAM is standard equipment on more cars 
and trucks than any other brand. 


FRAM is a complete cartridge line. 
FRAM is guaranteed best money can buy. 


FRAM’S big NATIONAL ADVERTISING 
sells millions * 





OIL « AIR + FUEL * WATER 


Investigate FRAM for your TBA line 


Write: FRAM CORPORATION, Providence 16, R.1. Fram Canada Ltd., Stratford, Ontario 
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ABOUT OIL PEOPLE 


NATIONAL PETROLEUM COUNCIL RE-ELECTS TOP MEN 








Wrather Downing Coffren Trader 


TWO PRETTY SECRETARIES extend a friendly welcome to the National Petroleum 
Council meeting, March 23, to W. E. Wrather U. S. Geological Survey, and Warwick 


Walter S. Hallanan 
Downing, Denver, Colo., independent oil producer. The secretaries: Barbara Coffren, 


Re-elected, Chai 
National Petroleum Council; and Mary Trader, Petroleum Administration for Defense gees — 


= 








Robinson Graves Warren Hamon Holman 


THE NOMINATING COMMITTEE faced an easy task at the Recent National 

Petroleum Council 1954 organizational meeting. They knew there would be unanimous 

approval of a recommendation that the present NPC officers be re-elected. So that’s 

what they did. The committee members are: J. French Robinson, Consolidated Natural 

Gas, Co.; B. C. Graves, Union Tank Car Co.; J. Ed Warren, National City Bank of R. G. Folli 

New York; Jake L. Hamon, Dallas oil man; Eugene Holman, board chairman, ———— | 
Standard Oil Co. (New Jersey) Re-elected, Vice Chairman 


ILLINOIS PETROLEUM MARKETERS ASSN. MEETS 





Edwards Crippen Patterson Schermerhorn 
Sweney 


Steichen Ochler OFFICERS of the Illinois Petroleum Marketers Assn., re- 


elected at the recent Chicago convention are: E. Keith Edwards 
RE-ELECTED BOARD MEMBERS of the Illinois Petroleum of Springfield, executive secretary; Philip R. Crippen, Jr., 
Marketers Assn. were: (Seated) Jack Sweney, Sweco Oils, Inc. Apex Motor Fuel Co. Chicago, second vice president; W. M. 
Peoria; E. H. Davis, Avon Oil Co., Avon; (Standing) Gale Patterson, Patterson Bros. Oil Co., Williamsville, first vice 
Morrison, Morrison Bros. Home Oil Co., Marion; and George president; and Miles G. Schermerhorn, The Schermerhorn Co., 
Oehler, Economy Oil Co., Elgin La Salle, president 
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Harry A. Smedley, formerly secre- 
tary of Tiona Petroleum Co., Philadel- 
phia, resigned from the company on 
March 23, at the advice of his physi- 
cian. Mr. Smedley had been with 
Tiona for 30 years, and before that 
had served with the Union Petroleum 
Co. 

M. G. Magee has been elected to 
succeed Mr. Smedley as secretary of 
Tiona. Agnes A. Tomlinson has been 
appointed assistant secretary. 


e 

R. L. Adkins, sales manager of the 
Atlantic Refining Co. of Africa, has 
left Cape Town, South Africa, to 
spend three months at the company’s 
headquarters in Philadelphia. There 
he will study the company’s latest 
methods of oil marketing. 


* 

Lee Ballard, former assistant man- 
ager in the sales engineering section, 
has been appointed technical assistant 
to the industrial products sales man- 
ager for the eastern division of Tide 
Water Associated. 

a 


Albert P. Shedd has been elected 
vice president and general manager 
and a director of the Mays Oil and 
Supply Co. in Dayton, Ohio. Mr. 
Shedd and B. W. Mays, president of 
Mays Oil, were both associated for 
several years with the Refiners Oil Co. 
which operated in Ohio, Indiana and 
Kentucky, with headquarters in Day- 
ton. Mays Oil and Supply distributes 
oil products from bulk plants at Day- 
ton and Piqua, Ohio. 

o 


T. S. Petersen, president of Stan- 
dard Oil Co. of California, will deliver 
one of the key speeches at a meeting 
of the Division of Marketing of the 
American Petroleum Institute in Den- 
ver, May 17-19. Mr. Petersen will 
discuss how profits are utilized on all 
levels of the oil industry, and what 
impact they have on local and gen- 
eral economies. 

Another talk, on estate plans for 
jobbers and dealers, will be delivered 
by Henry M. Tibbits, assistant vice 
president of the Harris Trust and Sav- 
ings Bank, Chicago. 

R. M. Bartlett, vice president of 
Gulf Oil Corp., who is API vice presi- 
dent for marketing, says: 

“The full program for the Market- 
ing Division’s midyear meeting at 
Denver is being rapidly rounded into 
shape by our Program Committee of 
which J. G. Jordan, vice president of 
Shell Oil Co., is chairman.” 

* 


John J. Hall has been named to head 
a new staff function designed to co- 





- ORONITE 
LUBE OIL 


ADDITIVES 


SLIDE B 


Oils from test engine 
being studied with 
Electron Microscope. 
Note (slide A) how 
additive keeps 
aA 3 | 


41. 





residues suspended 
throughout oil. (slide B) 
with no additive, 
coagulations of sludge 
particles and oxidation 
residues form in oil. 
(Magnification 

8,000 times.) 


a 


Performance studies with Electron 


The Electron Microscope is one of many tools 
Oronite employs to provide you superior lubricating 
oil additives. This test method enables us to study 
the action of additives on sludge and resin particles 
formed in the engine. It’s just another example of 
our continuous program to provide you with ad- 
vanced additives. 


The research and testing facilities behind Oronite 
additives are among the most advanced in the nation. 
With this years-ahead research it is possible that 
Oronite could provide your finished oil with advan- 
tages you need to win and hold a market. 





Oronite will tailor-make additives to your base 
oils— meeting your price and performance specifi- 
cations. 


See what Oronite can offer you. Just contact our 
office nearest you. 
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Microscope help provide better oils 


With Oronite Additives 
you can formulate oils to 
meet the new A.PL Service 
Classifications and can 
meet specifications for 2- 


104-B, 


IL-0-2104,Supple- 


ment I and Series 2 oils. 


OTHER 


ORONITE PRODUCTS 


Gas Odorants 
Polybutenes 
Phenol 
Wetting Agents 
Dispersant FO 
(Furnace Oil Inhibitor) 


2804 





ABOUT OIL PEOPLE 





Baker Fuller Steitz 


Rothschild 


Lundberg 
Dennis Roth Simas 


MULTIPLE-PUMP OPERATORS at a meeting in Los Angeles for directors of the 
Serve- Yourself and Multiple-Pump Station Assn.: John Rothschild; William H. Dennis, 
president; Bernard Roth, treasurer; Walter Simas; James Baker, David Fuller, Aaron 
Steitz, Alfred Sackler and Dan Lundberg, executive secretary 


ordinate the highway safety program 
of Esso Standard Oil Co., New York. 
The move, says Esso President Stanley 
C. Hope, recognizes the need for a 
more concentrated organization of the 
company’s varied and expanding ef- 
forts in the field. He also said the 
change is in line with the company’s 
desire to implement the objectives of 
the White House conference on High- 
way Safety, in which Esso is partici- 
pating. 

Mr. Hall, who will get a new title 
along with his new job—assistant 
manager of the public relations depart- 
ment—has long been engaged in street 
and highway safety promotion. He 
was formerly associated with the Na- 
tional Bureau of Casualty and Surety 
Underwriters in this work. During 
World War II he served the govern- 
ment as a consultant on transportation 
and traffic. He is a charter member of 
the National Conference of Street and 
Highway Safety. 

. 

O. W. (Bud) March, vice president 
and director of Signal Oil and Gas 
Co., is chairman of the petroleum di- 
vision of commerce and industry for 
the 1954 Heart Fund Campaign. 

. 

Charles E. Dole, San Francisco 
representative of General Petroleum’s 
marine transportation department and 
in charge of export for GP’s northern 
California division, celebrated his 25th 
year with the company on Valentine’s 
Day. 

* 

Frank V. Martinek, assistant vice 
president of Standard Oil Co. (Ind.) 
in Chicago, has been elected president 
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of the new “O.LLC. Fellows” national 
chapter. He is a former chairman of 
the Great Lakes district of the Oil In- 
dustry Information Committee. 

Other officers of the new organiza- 
tion are John S. Cooke of New York, 
secretary, and Edward C. Belefski of 
New York, treasurer. Both are officers 
of the national OIJIC. 

Membership in the new organiza- 
tion will include all who have served 
on OIIC committees for the past seven 
years, members of the professional 
staff, and eventually all members of 
state committees. 

oe 


R. P. Huggins, vice president of” 


Gulf Oil Corp., has been transferred 
to the company’s general office in 
Pittsburgh to head a new department 
that will direct crude oil purchases and 
products supply operations. The new 
department combines the activities of 
products supply and distribution, which 
were formerly under the direction of 
the Domestic Marketing Department, 
and crude oil purchasing. It will be 
called the Crude Oil and Products 
Supply Department. A veteran of 33 
years with the Gulf companies, Mr. 
Huggins has been in Houston, Tex., 
as vice president in charge of crude 
oil purchases since 1952. 


Reese H. Taylor, president of Union 
Oil Co. of California has been named 
Southern California general chairman 
for the observance of “Invest in Amer- 
ica Week,” April 24 to May 1. This 
will be the fourth annual observance 
of this week which is being recognized 
nationally to create a better under- 
standing of our free enterprise system. 


COMING MEETINGS 


APRIL 


National Petroleum Assn., 5lst semi-annual 
meeting, Hotel Cleveland, Cleveland, Ohio, 
April 14-16. 


Georgia Independent Oilmen’s Assn., annual 
convention, Hotel Dempsey, Macon, Ga., 
April 22-23. 


Michigan Petroleum Assn., spring meeting, 
a Hotel, Grand Rapids, Mich., April 
27-28. 


Fuel Oid Distributors Assn. of New Jersey, an- 
nual convention, Berkeley-Carteret Hotel, 
Asbury Park, N. J., Apr. 28-30. 


MAY 


Tennessee Oil Men’s Assn., semi-annual con- 
vention, Heritage Hotel, Nashville, Tenn., 
May 2-4. . 


Oil Industry TBA Group, midwest section, 
Sheraton Hotel, Chicago, Ill., May 3-4. 


American Petroleum Institute, Lubrication 
Committee, Skytop Lodge, Skytop, Pa., May 
3-5. 


American Petroleum Institute, Safety & Fire 
Protection Committee, midyear meeting, 
Chase-Park Plaza, St. Louis, May 3-7. 


National Highway Users Conference, Fifth 
Highway Transportation Congress, Mayflower 
Hotel, Washington, D. C., May 4-6. 


National Tank Truck Carriers, 6th annual con- 
vention, Netherlands-Plaza, Cincinnati, Ohio, 
May 6-8. 


Empire State Petroleum Assn., Hotel Roose- 
velt, New York, May 9-11. 


Pennsylvania Petroleum Assn., spring conven- 
tion, Bedford Springs Hotel, Bedford, Penn., 
May 9-11. 


Liquefied Petroleum Gas Assn. Annual Conven- 
tion, Conrad Hilton Hotel, Chicago, Ill., May 
9-12. 


American Petroleum Institute, Division of 
Transportation, Products Pipe Line Confer- 
ence, Warwick Hotel, Philadelphia, Penn., 
May 10-12. 


American Petroleum Institute, Division of Re- 
fining, midyear meeting, Rice Hotel, Hous- 
ton, May 10-13. 





Indi Independent Petroleum Assn., French 
Lick Hotel, French Lick, Ind., May 12-13. 


. of American Battery Manufacturers, 
White Sulphur Springs, W. Va., May 13-15. 


Interstate Oil Compact Commission, spring 
meeting, General Oglethorpe Hotel, Savan- 
nah, Ga., May 14-15. 


Oil Heat Institute of America, 32nd annual 
convention, 20th Oil Heat Show & National 
Indoor Comfort Exposition, Commercial Mu- 
seum, Benjamin Franklin Hotel, Philadel- 
phia, Penna., May 16-20. 


American Petroleum Institute, Division of 
Marketing, midyear meeting, Cosmopolitan 
Hotel, Denver, Colo., May 17-19. 


National Fire Protective Assn., 58th annual 
meeting, Statler Hotel, Washington, D. C., 
May 17-21. 


North Carolina Oil Jobbers Assn., spring con- 
vention cruise on board the Queen of Ber- 
muda, sailing from Norfolk for Bermuda, 
May 23-28. 


Packaging Institute, Petroleum Packaging 
Committee, Cleveland, Ohio, May 24-25. 


Oil Industry TBA Group, Canadian Section, 
Royal York Hotel, Toronto, Ont., May 26. 


JUNE 


Pennsylvania Grade Crude Oil Assn., 3ist an- 
nual meeting, Hotel William Penn, Pitts- 
burgh, Penna., June 3-4. 


Socy. of Automotive Engineers, summer meet- 
ing, Ambassador and Ritz-Carlton Hotels, 
Atlantic City, N. J., June 6-11. 


Oil Industry Information Committee, Edge- 
water Beach Hotel, Chicago, Ill., June 9-11. 


American Socy. for Testing Materials, annual 
meeting and exhibits, Sherman Hotel, Chi- 
eago, Ill., June 13-18. 
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IGNITION CONTROL ADDITIVE 


Now Available to Independent Jobbers 
in Ashland-Made Gasoline 


ICA* is a patented Ignition Control Additive used in Ashland’s catalytic 
Ethyl gasoline. ICA* does more for gasoline than any other discovery 
in the last 30 years. Thousands of hours in laboratory test engines and 
millions of miles of test-driving on the road have proved ICA* best for 
preventing spark plug fouling and pre-ignition. 


Ashland-made catalytic Ethyl with ICA* will step up profits for inde- 
pendent jobbers. Complete point-of-sale displays, as well as advertising 
and merchandising programs, have been developed to promote catalytic 
Ethyl with ICA*, when marketed under the “Ashland” brand or your 
private brand. Write for full information. 


*TRADE-MARK 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL.—2616 E. Broadway CLEVELAND, 0.—Standard Bidg. LOUISVILLE, KY.—3005 Dumesnil 
BUFFALO, N.Y.—800 Ellicott Square DETROIT, MICH.—P.O. Box 6025 NASHVILLE, TENN.—S5 E. Main 
CHICAGO, ILL.—122 S. Michigan Ave. EVANSVILLE, IND.—2500 Broadway PADUCAH, KY.—R.R. No. 4 
CINCINNATI, 0.—1402 Fed. Reserve Bank FINDLAY, 0.—P.O. Box 210 PITTSBURGH, PA.—711 Park Bidg 


The Independent Brand for Independents 
































Because road maintenance crews demand fast, sure starts... 


LE ROI uses GLOBE 


batteries for these compressors 


. . . and that’s important news to 
private label marketers who want 
batteries that can take it 


How does the fact that Le Roi uses Globe- 
built batteries apply to you? Simply, the 
answer is this... 

On the job, the work of anywhere from 
two to twenty or more men hinges on the 
compressor. If it starts, they work. If it’s 
balky, they stand around and it begins to 
cost somebody big money. 

One of the ways Le Roi offers pros- 
pects and customers greater 


satisfaction is to take every precaution pos- 
sible to see that a Le Roi always starts. They 
use Globe batteries — the batteries proved 
to have extra dependability, the reserve 
power required to turn over the most stub- 
born engines in all weather. 

So ... if you’re selling Globe batteries 
you can be sure you're selling rug- 
ged, dependable batteries . 
the batteries that offer 
motorists their biggest 
dollar for dollar 
value, 





MILWAUKEE 1, WISCONSIN 
GLOBE BATTERY PLANTS ARE LOCATED AT: 
ATLANTA, GA. © BOSTON, MASS. © CINCINNATI,OHIO © DALLAS, 
TEXAS © EMPORIA, KANSAS © HASTINGS-ON-HUDSON, N.Y. © 
HOUSTON, TEXAS ® LOS ANGELES, CALIF. © ME TENN. © © 
@ MILWAUKEE, WIS. © MINERAL RIDGE, OHIO e@ | GON CITY, . 
ORE. © PHILADELPHIA, PA. © REIDSVILLE, N.C. «. tte: 
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